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Summary  
 
Branding Constellation Theme 
Problem identification is a crucial phase in marketing research. Although the literature 
agrees on its importance, it has not received much attention. The Branding Constellation 
Theme (hereafter “the Theme”) studies whether the branding constellation technique 
could be useful in this problem identification phase of marketing research. Jurg is 
currently finishing his dissertation on the usefulness of the technique. In 2004 he offered 
students of the Open University of the Netherlands the ability to study the usefulness of 
this new technique by joining the Branding Constellation Theme within the department of 
Marketing & Logistics. The Theme combines first, second, third, and fourth person 
studies. It is set up as stacking comparable cases. This means that students conduct 
their own case study, but compare their findings with the case studies of their 
predecessors; and quantifying as much as possible to reach inter-subjectivity. Currently 
the Theme focuses on the reliability of the branding constellation technique. 
 
Branding Constellation Technique 
The innovative assumption of the branding constellation technique is that branders can 
set up elements of a branding system, in such a way that outsiders (hereafter 
“personified representation”), are capable of perceiving and expressing the unconscious 
relationships between these elements in the branders’ minds (Jurg, 2008). This helps 
branders to identify their branding opportunities systemically because they can develop 
more insight in the key elements that are imminent to recognize branding opportunities 
and mutual relationships between them. The personified representations (who are blank 
about the branding opportunity) are called stand-ins. The initial configuration of the 
status quo set up by the brander is called the projection constellation. Following this, the 
element representing the new opportunity is brought to the stage in order to measure 
and analyse the effects on the configuration. In between and afterwards, the facilitator 
performs interventions to improve the relationships between the stand-ins in the 
configuration. The final configuration is termed the vision constellation.  
 
Case Study 
This case study is a third-person study on the reliability of the branding constellations 
conducted to identify the Netherlands IDS Scheer branding opportunity. In recent years 
the Netherlands IDS Scheer (hereafter “IDS Scheer”) management had faced a decline 
in direct sales. They tried to counter this downward trend by shifting towards a policy 
aimed at increasing the indirect sales. However, these shifts were limited successful and 
the brand team members of IDS Scheer tried to figure out what was really going on 
concerning the use of the direct and indirect channel. The fact that the case study 
involves the identification of a real-life branding opportunity ensures a good fit to the 
Theme. 
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Research Problem 
This case study is a third-person case study focusing on the reliability of branding 
constellations. The study covers two research questions 
1. How reliable are the findings of branding constellations in this case study? 
2. How do these case study findings harmonize and differ with the branding 
constellation reliability findings of previous case studies? 
 
Data Design 
In reference to the first question, two branding constellations were conducted on the 12th 
of February 2008 to identify the IDS Scheer channel opportunity. These constellations 
were conducted in two separate, but similar rooms, by two separate combinations of two 
IDS Scheer brand team members and facilitated by two similar facilitators. The brand 
elements were pre-selected by the IDS Scheer brand team members in a pre-
constellation meeting. The audience in the first room consisted of people who were 
interested in the branding constellation technique and whose surname started with A to 
K, the audience in the second room consisted of interested people whose surname 
started with L to Z. The proceedings of the two branding constellations were recorded on 
video and transcribed. The four brand team members were asked to answer 
standardized questions in writing, directly after and subsequently some days after the 
constellation took place. Triangulation was used in the sense that eight different ways 
were used to measure the reliability of branding constellations. All were measured on a 
(-2:+2)-scale. In reference to the second question, the findings of the case study were 
compared with those of the thin the Theme, in particular Ten Have (2007). Most 
measurements of this case study were in line with Ten Have’s, with exception of two 
measurements. This means that these two reliability measurements could not be 
stacked.  
 
Findings on Reliability 
Firstly, the insights test-retest reliability is very high, which means that all the insights 
gained by the leading brand team member were also mentioned by the other three brand 
team members. Secondly, the messages test-retest reliability is high, which means that 
both branding constellations have similar plots. Thirdly, the findings on the proceedings 
test-retest reliability differ. The statements of the stand-ins in the two projection 
constellations were similar, while those of the vision phases were slightly different. On 
the other hand, the positions and directions of the stand-ins were somewhat similar. 
Fourthly, the bilateral relationships test-retest reliability score is fairly positive. The 
relationships between the constellated elements in the two branding constellations were 
fairly similar. Fifthly, the precision scores for the two branding constellations are rather 
positive, indicating that many stand-in statements might be falsified. The intended 
quantifications of the market history triangular reliability, the brands histories triangular 
reliability and the marketing literature triangular reliability measurement were not 
successful.  
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Stacking 
Firstly, the insights test-retest reliability findings of this case study are more positive than 
those of Ten Have. Secondly, the bilateral relationships test-retest reliability findings are 
similar to those of Ten Have. Thirdly, the precision reliability findings of both IDS Scheer 
constellations are slightly above the mean precision findings in the Branding 
Constellation Theme.  
 
Implications for IDS Scheer 
The branding constellations indicated that the partner programme, (intended to develop 
the indirect channel) should be developed together with the partners. In addition, the 
findings allow to conclude that the brand IDS-Scheer and its sub brand ARIS should be 
positioned carefully, also in relation to each other. It seems that the IDS Scheer brand 
has to take an endorser role; more reliable and careful, but also more internally oriented. 
ARIS, on the other hand, seems to have to take up a more innovative and externally 
oriented role. It is clear that combining the direct and indirect channel would also incur 
having to manage the internal and external conflicts that arise. The brand team 
brainstorm (after the branding constellations) indicated that IDS Scheer is currently 
focused on delivering licenses rather than on delivering consultancy, whilst delivering 
consultancy seems to be more appropriate when taking into account market 
developments. Other sources indicate similar implications, except for three external 
expert interviews. These experts argue that IDS Scheer should focus on delivering 
licenses and additionally offer supportive consultancy instead on delivering all kinds of 
different consultancies. Further, they argue that IDS Scheer should find external partners 
to cooperate with rather than trying to excel in everything. From interviews with external 
partners it can be concluded that they seem pleased to cooperate with IDS Scheer.  
 
Implications for the Branding Constellation Theme 
This case study improved two measurements conducted by Ten Have (2007). The more 
quantitative messages test-retest reliability replaced her more qualitative storyline test-
retest reliability, which seems an improvement for stacking the findings. In this study the 
proceedings test-retest reliability was measured on the first and last moments of the 
constellation, i.e. during the projection and the vision constellation, whereas Ten Have 
measured on arbitrary ‘most comparable’ moments. In addition, this study measured two 
dimensions: one related to the statements of the stand-ins; and the second about the 
positions and directions of the stand-ins. The measurement problems regarding the 
market, brands’ histories and marketing literature triangular reliability might be solved by 
deriving specific hypotheses from the branding constellations. These hypotheses could 
then be tested by historical analyses of the product/market and brand, and subsequently 
by analysing specific marketing literature. The other way around does not seem to allow 
quantification. Last but not least, the follow-up Theme students should keep in mind that 
the relevance and construct validity seem to be important ‘third variables’ influencing the 
reliability findings.  
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Preface 
 
Trust is ‘a belief in reliability’.1 This definition indicates the importance of the reliability of 
problem identification techniques. The brand team members trust the findings of the 
branding constellation technique when the findings are reliable. In addition to trust in the 
branding constellation technique, it is important for IDS Scheer to select the trusted 
partners to develop the Indirect Channel successfully.  
 
I am grateful to IDS Scheer for giving me the opportunity to conduct this research project.  
The ARIS Platform symbol is used at the front page. With the ARIS Platform for business 
excellence, IDS Scheer offers customers an integrated and complete portfolio for the 
several phases of Business Process Management (BPM). Pictures of the two branding 
constellations were combined with the ARIS Platform symbol. The front page shows that 
both the ARIS Platform and the branding constellation technique use a kind of quality 
improvement cycle (plan, do, check and act).   
 
This report represents the final part of my education required to obtain a Master of 
Science degree in Supply Chain Management. During the study and my work I have not 
only encountered many challenges and difficulties but also found the results rewarding. 
These experiences helped me to grow, not only in terms of knowledge, but also as an 
individual  
 
My special thanks go to Wim Jurg, for his ideas, creativity, support and encouragement. 
In addition, I am very grateful to have gained this experience in branding constellations.  
 
I would like to thank my colleagues at IDS Scheer who supported me during writing this 
thesis. Especially Paul van der Waal, Ricardo Passchier, Nynke Barenholz, Thijs 
Dirkmaat and Niels Bijl. Furthermore, I would like to express gratitude to my girlfriend, 
Esther for her support. In addition I would like to show my appreciation to the Branding 
Constellation Theme students, Albert Brandjes, Bianca Claus, Jasper Karel, Maarten 
van den Elshout, Miriam Ten Have and Willem Vertregt. Also I owe much to Tony 
Weggemans for being a facilitator during the constellation. Lastly, but not least, I would 
like to thank Prof. Dr. Ed Peelen for being second reviewer on this thesis and for his 
questioning during the final defence.  
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1. Introduction 
 
The objective of this thesis is to contribute to the Branding Constellation Theme by 
studying whether branding constellations are reliable in identifying branding 
opportunities. Chapter 1 starts with an introduction of the research problem in section 1.1 
and closes with a description of the research outline in section 1.2.  
 
1.1 Research Problem 
This section gives a description of the research problem. Subsection 1.1.1 contains the 
research objective. Subsection 1.1.2 discusses the research questions. 
 
1.1.1 Research Objective 
The general objective of this thesis is to get a more comprehensive view on the reliability 
of branding constellations as part of the Branding Constellation Theme, a research 
community studying the usefulness of branding constellations. Thus, the first research 
sub objective of this case study on the indirect channel branding opportunity of IDS 
Scheer is gathering insight in the reliability of the branding constellations when 
identifying this branding opportunity. The second research sub objective of this case 
study is to compare the reliability findings of this case study to findings of previous case 
studies within the Branding Constellation Theme. To be clear, the IDS Scheer branding 
opportunity is only a means to an end: the study of the reliability of branding 
constellations.  
 
1.1.2  Research Questions  
The two specified sub objectives lead to the following sub questions: 
1. How reliable are the findings of the two different branding constellations to 
identify the branding opportunity of the case study? 
2. How do these case study findings harmonize and differ with the branding 
constellation reliability findings of previous case studies? 
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1.2  Research Outline 
This first chapter introduced the research problem. Chapter 2 describes the Branding 
Constellation Theme and chapter 3 presents the case study. Chapter 4 focuses on the 
data design. Chapter 5 describes the case study findings on reliability and chapter 6 
compares these findings to the predecessors within the Theme. Chapter 7 closes the 
main text with its implications and reflections.  
 
 
 
 
 
 
 
 
 
10 
2 Branding Constellations 
 
Chapter 1 introduced the research problem. Chapter 2 describes the branding 
constellation theme. Section 2.1 introduces the Branding Constellation Theme. Section 
2.2 looks into market research and problem identification and section 2.3 looks into 
brand, branding and modelling. Section 2.4 describes the branding constellation 
procedure. Finally section 2.5 covers the findings of the predecessors.  
 
2.1  Branding Constellation Theme 
The Branding Constellation Theme focuses on the usefulness of branding constellations 
to identify branding opportunities. Jurg (20031; 20052; 20063; 2008) presents brandings 
constellations as a new problem identification technique and has started a graduation 
theme on this topic at the Master Supply Chain Management of the faculty of Business 
Management at the Open University of the Netherlands, called the Branding 
Constellation Theme.  
 
The Theme is set up following Miles and Huberman (1984)4 and Yin (1994)5 by stacking 
comparable cases. Each researcher (student) studies a case in line with the research 
opportunities offered by this case and stacks it to the comparable cases of previous 
students within the Theme. Currently, the Theme group focuses on the reliability of 
branding constellations. Independently, two branding constellations are conducted on 
the same opportunity in two similar rooms by two similar branders and two similar 
facilitators in order to establish whether similar findings occur. In addition, the findings of 
these constellations are compared with the findings generated by the more common 
techniques like literature studies and/or expert interviews (Verschuren, 1988)6. 
 
There are four kinds of case study approaches within the Theme based on  
Bradbury & Bergmann Lichtenstein (2000)7. First, the standard third-person case study 
design in which students study branding constellations by branders that they don’t know 
before that study. The second variant is the first-person case study in which students 
investigate branding constellations done by them selves. The third variant is the second-
person case study, in which students examine branding constellations of branders and 
branding opportunities known to them. The fourth variation is the fourth-person case 
study, in which brand advisors investigate branding constellations done by them selves.   
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Table 2.1 gives an overview of the situation within the Theme as of the moment that this 
thesis was finished. The names in the grey fields show the students and the year in 
which they finished their case study; the brand name and the year of the constellations 
were held are presented as well.  
 
First-Person Case Study Second-Person Case 
Study 
Third-Person Case Study Fourth-Person Case 
Study 
No. 1, Gomersbach (2004) 
Local Rabobank 2004 
No. 2, Van Geel (2004) 
Legermuseum 2004 
No. 4, Van Zwienen (2005) 
blooming 2004 
No. 5, Mathijssen (2005) 
RSM 2004 
No. 6, Davidse (2005) 
DE&SP 2004 
No. 3, Siezen (2004) 
Stork Fokker 2003 
No. 7, Van Meer (2005) 
expert cases 2004 
 
No. 9, De Velde Harsenhorst (2006)  
EODD, 2004 
No. 8, Van Mechelen (2005) 
KPN Mobile 2002 
 
No. 11, De Heij (2006) 
SKBA 2004  
No. 10, Simons (2005) 
MultiCopy 2002 
 
No. 12, Holwerda (2006) 
Philips-LG 2004  
No. 13, Stroo (2006) 
Sigma 2003 
 
  No. 14, Harrewijn (2006) Friso 2002 
 
  No. 15, Schuurman (2006) Alex March/October 2003 
 
  No. 16, Labots (2006) 2003/4 expert cases 
 
No. 19, Vertregt (2007) 
GTI 2005  
No. 17, Blootens (2006) 
Hooghoudt 2003/2004/2005 
No. 18, Ten Have (2007) 
Lipton 2007 
No. 21, Meijer (2008) 
Local Rabobank 2005 
 No. 20, Claus (2008) 
Brander’s Myers-Briggs  
personality score 2007 
 
No. 23, Karel (2008) 
Comfort in Living 2008 
 No. 22, Halters (2008) 
IDS Scheer 2007 
 
No. 26, Van den Lieshout  
VVD 2008 
No. 24, Brandjes 
Kardex 2007 
No. 25, Van Eeuwen 
LYNC 2003/2004 
 
Table 2.1 Overview of finished and current students per type of case study 
 
Legend:     = finished   = ongoing 
 
Table 2.1 shows that this case study is the 22nd branding constellation study and the 11th 
third-person study within the Theme.  
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2.2 Marketing Research and Problem Identification 
Marketing research is indicated as an inquiry to obtain valuable information regarding a 
marketing problem (Gibson, 1998)8. The conceptualisation of the American Marketing 
Association (also known as AMA) is presented in figure 2.19. 
 
  Conceptualisation of marketing research 
“Marketing research is the function that links the consumer, customer, and public to the marketer 
through information - information used to identify and define marketing opportunities and 
problems; generate, refine, and evaluate marketing actions; monitor marketing performance; and 
improve understanding of marketing as a process. Marketing research specifies the information 
required to address these issues, designs the method for collecting information, manages and 
implements the data collection process, analyses the results and communicates the findings and 
their implications.” 
Figure 2.1 Conceptualisation of marketing research (AMA website, 2008)10  
 
Following this definition, four issues can be addressed in marketing research: 
1. Identify and define marketing opportunities and problems. 
2. Generate, refine, and evaluate marketing actions. 
3. Monitor marketing performance. 
4. Improve understanding of marketing as a process.  
 
The focus of the Branding Constellation Theme is on this first phase of identifying and 
defining marketing opportunities and problems, and specifically on branding 
opportunities and problems. Yadav & Korukonda (1985)11 see problem identification as a 
process of ‘designing problems’ and problem definition as a process of ‘discovering 
problems’. Rowley (1999)12 states that problem identification is about “dealing with a kind 
of problem” and problem definition is about “handling the nature of the problem”. 
However, in general, the terms problem identification and problem definition seem to be 
used interchangeably in marketing literature. The difference between problems and 
opportunities is psychological rather than logical: while problems are perceived as 
negative gaps, opportunities are experienced as positive challenges (Gibson, 1998)13.  
 
Although scientific literature generally addresses problems rather than opportunities, the 
term ‘opportunities’ is used in this report as it is thought within the Theme as this term is 
thought to fit marketing better. Branders have to make sure they are working on the right 
opportunity rather than on the right problem. Marketing opportunities are situations in 
which marketers perceive gaps between ‘what is’ and ‘what might, could or should be’ 
(Gibson, 1998)14. An opportunity always exists for somebody. No marketing opportunity 
exists independent of a marketer. A marketing opportunity is a situation in which 
marketers want to change the ‘present state’ into the ‘goal state’ but do not know how. 
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For readability, this thesis uses the term opportunity identification to refer to the 
identification and definition of problems and opportunities. 
 
In a literature study, Butler (1995)15 concluded that opportunity (problem) identification is 
considered the most important stage in the marketing research process but also that it 
attracts more interest in general management fields rather than in marketing. Although 
marketers know that marketing research should start with a proper identification of the 
opportunity and that its success depends on the quality of that identification, most 
problem identification processes are rather ad hoc and do not follow a systematic 
procedure. But unless marketing problems are well identified, it is unlikely that proper 
solutions will be found (Gibson, 1998)16. Selecting the core opportunity to work on seems 
a simple operation but marketing research often tackles only the easy, salient 
opportunities and does not pay enough attention to the challenges that lie beneath the 
surface. Poor opportunity identification exposes marketing research to a range of 
undesirable consequences, including incorrect research designs, inappropriate or 
needlessly expensive data collection and assembly of incorrect or irrelevant data. 
 
2.3  Brands, Branding and Modelling 
Branding opportunities are an important subcategory of marketing opportunities (Keller, 
2001)17. The importance of brands is well acknowledged, for instance the value for the 
organisation of the – since 2000 – number one brand Coca-Cola was estimated at 67 
million dollars in 2008 by Interbrand (2008)18. However, the identification of branding 
opportunities is one of the major knowledge gaps in marketing (Yakimova and Beverland, 
2005)19. The brand conceptualization of the American Marketing Association (also 
known as AMA) is presented in Figure 2.220 
 
Conceptualisation of brand 
“A name, term, design, symbol, or any other feature that identifies one seller’s good or service as 
distinct from those of other sellers. The legal term for brand is trademark. A brand may identify one 
item, a family of items, or all items of that seller. If used for the firm as a whole, the preferred term is 
trade name.” 
Figure 2.2 Conceptualisation of brand (AMA website, 2008) 
 
However, few marketing authors follow the AMA definition and there appears to be a 
definitional fallacy (Hanby, 1999)21. Figure 2.3 presents seven categories of 
conceptualizations found in an exploratory review by Jurg (2008)22. 
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Seven Other Conceptualisations of brand 
“1. Identification of a product  
2. Icon of a culture  
3. Trust object in the customers’ mind  
4. Network of associations in the consumer’s mind  
5. Clear promise to consumers  
6. Dissipative, self-organising system  
7. Morphic field that organises human attitudes.” 
Figure 2.3 Conceptualisations of brand (Jurg, 200823)  
 
In practice, however, there is little disagreement whether a product is a brand according 
to Jurg (2008), because brands are implicitly shared phenomena.  
 
Similar to marketing which is derived from market, branding is derived from brand. 
Figure 2.4 presents the branding definition categorization from exploratory literature 
review by Jurg (2008).24 
 
Conceptualisations of branding 
“1. Device to differentiate a specific producer’s offering  
2. ‘Labelling’ a product through brand elements (e.g. brand name, logo, or symbol)  
3. Enhancing unconscious public faith in brands  
4. Generation of a unique position in the customers’ mind  
5. Delivering the promise  
6. Operations that contribute positively to the branding system  
7. Creating added value in the minds of consumers  
8. Building sustainable relationships with consumers  
9. Everything that influences the perception, attitude and behaviour towards a brand  
10. Aligning of goals and abilities with the demands of stakeholders.” 
Figure 2.4 Conceptualisations of branding (Jurg, 200825) 
 
Most conceptualisation categories of ‘branding’ found in Jurg’s exploratory review can be 
linked to the conceptualisation categories of ‘brand’ as presented in Figure 2.3, except 
for the last one. The sixth conceptualisation matches most with the systems perspective 
taken in the Branding Constellation Theme: branding is conducting operations that make 
a positive contribution to the branding system. It is based on Van der Vorst (2004)26. 
 
Branding problems are dynamic complex problems characterized by the fact that 
multiple causes and effects are far apart in space and time (Gosling and Mintzberg, 
2003)27. One of the basic problems of the systems approach to branding is the 
identification of core elements. Although branders are generally well able to list a large 
number of factors and relationships in a certain problem area, they appear to have 
considerable difficulties in deciding on their relationships and their relative importance. It 
is often helpful to develop a simplified representation or a model of the extremely 
dynamic and complex problem in order to make specific judgments (Daniels et al., 
1994)28.  
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Graham and Jahani (1977)29 describe modelling as the creation of simplified 
abstractions of reality that capture the critical or key features of the situation and a model 
as a set of related systems elements in which some can be manipulated.  
 
2.4  Branding Constellation Procedure 
Branding constellations model the elements in an ‘embodied’ way (Jurg, 2007)30. They 
are applications of systems constellation to identify branding problems. Systems 
constellations developed from psychodrama, a technique that is regularly used in 
qualitative market research. Psychodrama originates from Moreno in the 1920s as a 
form of group therapy where problems are. The core assumption of psychodrama is that 
people who are constellated by clients on a stage in an ‘embodied representation’ allow 
clients to experiment with new reactions. Setting up stand-ins for artefacts makes it 
possible to clarify the role of these artefacts in human relationships. Approaching 
artefacts as humanlike is called anthropomorphism and is generally accepted within 
marketing theory as facilitating human interactions with the non-human world. The 
brand-as-a-person projection is a special case of this anthropomorphism and is generally 
used in brand theory (Aaker, 1997). 
 
The innovative assumption of systems constellation is that people, who are set up by a 
client in this embodied representation, are capable of showing hidden, deeper 
relationships between the persons and artefacts of the client’s problem. This 
phenomenon is called representative perception. Stand-ins develop distinct emotions 
that are presumed to replicate the reality of the person of the artefacts they are 
representing. As stand-ins think in the same human way as branders, it might be ‘just’ a 
matter of back-translation of the non conscious emotions put into the constellations by 
the brander’s choice of the stand-ins and their positions towards each other. In the 
research for this thesis, the branding constellation procedure consisted of three phases: 
introduction dialogue, projection phase and vision phase. The procedure is not 
elaborated as its improvement was not the goal of this thesis. 
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Introduction Dialogue 
Two branding constellations took place in workshops organised as part of the thesis. The 
chairs for the audience were placed in a U-form. In this way an open space was created 
where the branding elements could be positioned by the branders. The workshops 
started with a short dialogue between a facilitator and a  
brander regarding the perceived branding option and the 
brand elements that were intuitively thought to play a 
dominant role in the branding system. These elements 
were both abstract elements such as the brand name and 
more concrete elements like partners. The dialogue took 
place before the audience and specified the ‘contract’: the 
agreement between the branders and the facilitator on the 
open research question regarding the development of the 
indirect channel and the core brand elements that played 
a role in it. The workshop participants did not have any 
background information at their disposal prior to the 
constellation 1 pictures the dialogue.  
 
 
 
Figure 2.5 Dialogue 
 
Projection Phase 
In the projection phase branders chose people from the audience to take the role of the 
core elements in their branding opportunities. This selection is called the element 
projection as the branders are thought to project their associations with these core brand 
elements on these people (see 2a). The human personifications of these elements are 
called stand-ins. Then, again intuitively, the branders positioned these stand-ins in 
relation to each other in the open space in the middle of the group (see 2b). This 
positioning resulted in a systems projection that was interpreted by the facilitator as the 
spatial, personified perspective of the brander’s opportunity (see 2c).  
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2a. Element 
Projection
 
2b. Element 
Positioning
 
2c. Systems 
Projection
 
Figure 2.6 Projection phase 
 
The projections evoked emotions in the branders, stand-ins, audience and facilitators. 
The facilitation processes focused on the emotions of the stand-ins by questioning them 
on how they felt, to whom they felt attracted and from whom they would like to move 
away.   
 
Vision Phase 
In the first part of the vision phase, the facilitator conducted interventions to improve the 
relationships between the stand-ins in the configuration  
by moving them (termed repositioning work) and/or by 
expressing their emotions towards other stand-ins 
(termed process work). In the second part of the vision 
phase, the brander set up a stand-in for the perceived 
branding option such as a partner programme. Next, the 
conditions in which this change triggered positive 
feedback loops between the stand-ins were examined. 
The final configuration is called the vision constellation. A 
short debriefing by the brander’s on their experiences 
closed the workshop.  
 
 
Figure 2.7 Vision phase 
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2.5  Theme Findings  
As indicated in subsection 2.1, the current focus in the Theme is on reliability. Reliability 
is part of the overall focus on ‘usefulness.’ Usefulness has had many dimensions within 
the theme. Next to reliability, the most prominent dimensions of usefulness within the 
Theme are relevance, construct validity and theoretical validity. Relevance originated as 
content validity within the Theme. The change of name was thought necessary as the 
original definition of content validity - as the degree in which the branding constellation 
insights were connected to the brander’s initial problem formulation - was thought to be 
in contradiction with the soft systems approach underlying the technique (Simons, 2005).  
 
On relevance, it is generally concluded that branding constellations generate many 
insights into the problem that are considered true by the branders. The first-person and 
fourth-person students reported that most of their insights were gained during the 
transcription of the branding constellation and while writing their thesis. 
 
On construct validity, the third-person students concluded that most marketing experts 
who attended the branding constellation workshops in 2002, 2003 and 2004 as part of 
Jurg’s dissertation thought that the way these branding constellations were conducted 
could and should be improved. They concluded further, based on their own case studies, 
that most of the interventions did not strengthen the stand-ins in the branding 
constellations as they should have done and that the facilitator of these constellations 
did not facilitate these branding constellations in line with the Theme description.31 
 
On theoretical validity Van Zwienen (2005) concluded that branding constellations 
should be approached as a metaphor and Van Meer (2005) as a process of sense 
making in line with Weick. Van Mechelen (2005) concluded that branding constellations 
should be approached as lateral thinking, Simons (2005) as a technique within the Soft 
Systems Methodology, Stroo (2006) as a process that stimulates as well originates from 
emotional intelligence and Labots (2006) as a process that has to follow the principles of 
action theory. Furthermore, Harrewijn (2006) concluded that branding constellations 
might be seen as a variation in brainstorming. Schuurman (2006) chose a sociometric 
approach and concluded that the relationships between stand-ins in branding 
constellations are not significantly influenced by their distances and angles. Blootens 
(2007) studied field theory and concluded that field theory may be a useful metaphor to 
enhance the understanding of branding constellations.  
 
On reliability, the third-person students concluded that most marketing experts who 
attended the branding constellation workshops in 2002, 2003 and 2004 as part of Jurg’s 
dissertation thought of the findings of the branding constellations as depending on the 
personal choices of the facilitator and the personalities of the stand-ins.  
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The first-person and fourth-person students concluded that the insights from the 
branding constellation are partly in line with and partly complementary to those of the 
studied literature, the findings of interviews and questionnaires, and the historical 
analyses of the market and the brand. On the precision component of reliability, the 
third-person students concluded that most marketing experts who attended the branding 
constellation workshops in 2002, 2003 and 2004 as part of Jurg’s dissertation thought of 
the findings of the branding constellations as being ambiguous and hardly open to 
verification. However, all students concluded that many statements of the stand-ins 
seemed open to falsification. However, there are different thoughts on whether the 
statements of the abstract elements should be taken into account here, such as the 
brand name, or that the analysis should be confined to the statements of (groups of) 
persons. 
 
Ten Have (2007)32 was the first who focused solely on the reliability of branding 
constellations. Ten Have’s case study was a fourth-person case study focusing on the 
reliability of the branding constellations conducted to identify ‘Lipton’s’ branding problem.  
The researcher/advisor and the manager conducted a branding constellation on the 
same problem, using the same group of stand-ins, in the same room. Their basic 
branding problem question was: ‘Will Lipton as a brand benefit from introducing 
mainstream green tea under the Lipton brand?’ The core elements they selected were: 
Brand Name, Brand Essence, Black Tea, Black Tea Drinker, Specialty Tea, Specialty 
Tea Drinker, Mainstream Green Tea and Potential Green Tea Drinker. They named 
them differently to avoid that the group members would recognise the problem as being 
the same. Table 2.2 presents the findings of Ten Have research. 
 
Element Insights Most 
comparable 
moment 
Storyline Qualitative 
element 
comparison 
Quantitative 
element 
comparison 
Mean 
Brand Name 0 +  + -0.1 (0) +2 
Brand Essence -- --  -- 1 (+) -5 
Black Tea 0 +  + 0.2 (0) +2 
Black Tea Drinker 0 -  + -0.3 (0) 0 
Specialty Tea  ++ +  + 1 (+) +5 
Specialty Tea Drinker 0 ++  + 0.5 (+) +4 
Mainstream Green Tea ++ +  0 0 (0) +3 
Potential Green Tea 
Drinker 
++ +  0 1 (+) +4 
Overall +4 +4 (+) +3 +3.3 +15 
Table 2.2 Test-retest reliability measurements comparison Ten Have (2007) 
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Table 2.2 shows that her test-retest reliability scores were rather positive and in line. 
Especially the elements: Specialty Tea, Specialty Tea Drinker and Potential Green Tea 
Drinker score high on test-retest reliability. The big exception is the element Brand 
Essence. The main reason for its ‘unreliability’ seemed according to Ten Have that the 
manager and researcher had a very different view on the meaning of Brand Essence of 
which they were not aware of before the branding constellation, despite their many 
intensive brand conversations. Another explanation might be according to Ten Have that 
Brand Essence was constellated as ‘X’ at the end of the researcher’s branding 
constellation and was experienced as an innovation bringing new energy to the 
constellation. This might also explain the exception by the quantitative analytical test-
retest measurement on Brand Essence reliability as only statements on two elements 
(Brand Name and Specialty Tea) could be compared and these statements match rather 
well, according to Ten Have. However, this ‘unreliability’ could also be interpreted as 
calling for new insights as Weggemans indicated in his feedback on Ten Have’s thesis. 
 
The Branding Constellation Theme, whether branding constellations are a reliable 
problem identification technique for branding problems, will be studied by a case study. 
This case study, the “IDS Scheer” branding opportunity-case study is described in the 
next chapter, Chapter 3. 
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3  Case Study 
 
The general objective of this thesis is to get a more comprehensive view on the reliability 
of branding constellations to identify a branding opportunity of a selected case study. 
Chapter 2 presented the branding constellation technique. This chapter 3 describes this 
case study. Section 3.1 describes the organization of IDS Scheer. Section 3.2 covers the 
ARIS Brand. Section 3.3 reflects the brand team. Section 3.4 covers the branding 
opportunity. Finally, section 3.5 reflects both constellations.  
 
3.1  IDS Scheer Brand  
IDS Scheer is market leader in Business Process Management (BPM) software, 
solutions and services for corporations and public organizations worldwide. Serving 
more than 7,000 customers in over 70 countries, IDS Scheer has been built on a strong 
history of innovation. The company was established in 1984 by current supervisory 
board chairman and Chief Technology Advisor, Prof. Dr. August Wilhelm Scheer. He is 
also regarded by many as the founder of Business Process Management (BPM). BPM is 
a method of efficiently aligning an organization with the wants and needs of its clients. It 
is a holistic management approach that promotes business effectiveness and efficiency 
while striving for innovation, flexibility and integration with technology. As organizations 
strive for attainment of their objectives, BPM attempts to continuously improve processes 
- the process to define, measure and improve your processes – a ‘process optimization' 
process.  Since 1984, IDS Scheer has helped to define the BPM market. The first 
offerings were based on the Y-Model, a reference framework that helps identify and 
classify processes. Today, the Y-Model is reflected in the IDS Scheer company logo, 
presented in Figure 3.1.  
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Figure 3.1 Y-model which is reflected in the logo of IDS Scheer 
The company tagline as well as the philosophy of IDS Scheer is ‘Business Process 
Excellence’. The ARIS Platform for Process Excellence offers an integrated solution 
portfolio for the strategy, design, implementation and controlling of business processes. 
The ARIS Platform has the unique distinction of market positioning in Business Process 
Analysis (BPA). Since the inception of Gartner’s (1997) BPA Magic Quadrant, IDS 
Scheer has enjoyed the top leadership position. BPA is the set of tasks, knowledge and 
techniques required to identify business needs and determine solutions to business 
problems. Solutions often include a systems development component, but may also 
consist of process improvement or organizational changes. 
IDS Scheer's business model embraces collaboration with partners to further enhance 
and extend product capabilities, consulting offerings and regional reach. Through 
partnerships with all the leading enterprise platform providers, and key niche vendors, no 
other BPM provider can claim to be the industry standard for the business side of BPM. 
IDS Scheer is committed to support and drive innovation in the development of industry 
standards. From Small and Medium Enterprises to the Global 1000, IDS Scheer helps 
companies to optimize their investments in strategic business and technology initiatives, 
not only in BPM, but also in Service-oriented Architecture and EA initiatives.  
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Today approximately 3,000 employees serve IDS Scheer’s 7,000 customers located in 
over 70 countries. In 2007, IDS Scheer’s revenues reached 393.5 million Euro. IDS 
Scheer is listed in the TecDAX on the Frankfurt Stock Exchange (Germany). 
 
3.2  ARIS Sub Brand 
The BPM processes are also represented in the ARIS Architecture, a comprehensive 
framework for the management of business processes developed by Prof. Scheer. It is 
integrated, comprehensive solution portfolio for the strategy, design, implementation and 
controlling of business processes, which is the basis for all IDS Scheer offerings today. 
Figure 3.2 presents the framework ARIS Solutions   
 
 
Figure 3.2 Framework ARIS solutions 
 
ARIS Solutions combines selected ARIS products with ARIS Value Engineering 
procedure models designed to meet specific needs. These specialist solution portfolios 
have proven successful in numerous customer projects. Leveraging this experience 
enables fast, cost-effective creation of customized solutions.  
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All solutions are based on the central, integrated ARIS repository, so data can be 
exchanged and processed across multiple solutions. All the targeted user groups - 
organizational department and management, operational and IT departments, and 
financial controllers - work in an integrated environment. Integrated process 
management is therefore possible throughout the enterprise. 
  
Figure 3.3 ARIS Value Engineering Lifecycle  
 
IDS Scheer’s consulting practice provides the customers with a combination of BPM 
expertise, industry proficiency, and knowledge of their own as well as SAP software.  
Utilizing the ARIS Value Engineering (AVE) approach, IDS Scheer consultants bridge 
the gap between corporate strategy, business processes, IT solutions and process 
controlling. All AVE methods have proven successful in many BPM projects and benefit 
from the cumulative knowledge of IDS Scheer process consultants. Through his AVE 
approach, IDS Scheer offers consulting expertise and industry-specific experience with 
global competencies in consumer packaged goods, chemicals, pharmaceuticals, papers, 
metals, retail and textile industries. Their managed service offerings support the entire 
business process lifecycle and during the execution and continuous improvement of 
business process33. 
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3.3  Brand Team 
The brand team of this case study includes the Director Products Business, Business 
Development Manager, Sales Manager New Business and Marketing Manager of IDS 
Scheer B.V. They would like to identify how they can develop the indirect channel.  
 
 
 
Figure 3.4 Organizational charts of IDS Scheer Netherlands 
 
Legend Organizational Chart of IDS Scheer Netherlands 
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Director Products Business is responsible for the development of the indirect channel. 
Business Development Manager, Marketing Manager and Sales Manager New Business 
support Director Products Business with the development of the indirect channel. During 
the research period IDS Scheer has faced some economical problems by the 
international credit crises. Some changes were necessary to made in the organizational 
chart. These changes and other issues are described in the appendix. In Chapter 7 the 
results of these changes for this research are described. 
 
 
3.4  IDS Scheer Branding Opportunity 
 
Since several years the direct sales are stabilizing. So IDS Scheer needs to find new 
ways for selling their software. In the last year strategies were developed to start selling 
by the indirect channel, but unfortunately without any sound findings. The basic branding 
opportunity question is: “What effect causes introducing the partner programme for IDS 
Scheer.  
 
The branding opportunity team of IDS Scheer communicated with the facilitator/theme 
coordinator prior to the constellations to limit the introduction dialogue before the 
constellations and thus avoiding influencing the stand-ins on a cognitive level. This 
preparation took place in two phases: Firstly, an email phase with the leading brand 
team member, Director Products Business. Secondly, a dialogue with three of the four 
brand team members: in addition to the leading brand team member, the Sales Manager 
New Business and the Business Development Manager. The Marketing Manager could 
not attend this meeting. The e-mail conversation with the main member can be found on 
the CD-ROM34. The dialogue with the brand team was not recorded in order not to 
scientifically overflow the case study participants. During this meeting the branding 
constellation technique was introduced and agreement was reached on the initial 
branding constellation question: What effect causes introducing the partner programme 
for IDS Scheer Furthermore, the elements were agreed upon to be set up in both 
constellations: Brand I (brand IDS Scheer), Sub Brand A (sub brand ARIS), Customer N 
(ING), Partner O (Oracle), Partner S (SAP), partner T (Tibco), Partner C (Consultancy 
IDS Scheer B.V.), Partner G (Cap Gemini), Customer H (Holland Casino, representing 
the prototypical customer for the indirect channel) and the partner programme. It was 
also agreed to conduct the branding constellations in two phases: first the current 
situation with three core branding elements: Brand I (IDS Scheer), Sub Brand A (ARIS) 
and Customer N (ING), and later the introduction of the Partners and the Partner 
Programme.  
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3.5 Description of the Branding Constellations 
In order to enhance the understanding of the findings, the story told by the two branding 
constellations is presented.  
 
Branding constellation 1  
The leading brand team member (DPD) put the research question in the branding 
constellation dialogue as “How to get the partner programme to talk.” Remarkably he 
forgets to mention the agreed upon partner programme as branding element. Initially 3 
elements are set up: Brand I, Sub Brand A and Customer N. This initial projection 
constellation shows that there is a tension between Brand I and Sub Brand A. Customer 
N feels more connected to Sub-Brand A rather than to Brand I due to her powerful 
female energy. Regarding the Partners, especially Partner O has a powerful positive 
influence on the whole system. Partner O is positively connected to Customer N and 
Sub Brand A, while Partner S feels most connected to Brand I. Partner G and Partner T 
are outsiders. The partners are hardly competitive. When the Partner-Programme is 
positioned by the brander in the middle of the constellation the energy flow is blocked. 
The new indirect channel Customer H feels most connected to Partner G. When Partner 
Programme is put behind Brand I, all elements feel more space and appreciate Brand I 
more than before. Partner Programme, however, is only appreciated by Brand I. To 
conclude, ‘To get the partner programme to talk’ it seems an open dialogue is needed 
rather than a specific programme, especially with the potential partners SAP and Oracle. 
On the other hand, it seems that new opportunities in the indirect channel for Brand I 
should be developed together with Partner G. 
 
Branding constellation 2  
Manager Business Development puts as the research question whether the indirect 
channel strengthens Brand I. Initially here too the same 3 elements are set up as in 
branding constellation 1: Brand I, Sub Brand A and Customer N. This constellation also 
shows that there is much tension between Brand I and Sub Brand A. Customer N is here 
connected to both Brand I and Sub Brand A. When Partners show up, Partner S feels 
most connected to Brand I as in branding constellation 1. Even more than in branding 
constellation 1, Partner T is an outsider. Different from branding constellation 1, Partner 
O has hardly any influence which she regrets. As in branding constellation 1 the partners 
are hardly competitive. Both consulting partners, Partner C and Partner G, are focused 
on Customer N. Different from branding constellation 1, the own consulting Partner C is 
brought to the stage. When the new indirect channel Customer H is brought to the stage 
it shows that she is only connected to Partner S who is really irritated that Brand I 
doesn’t see the potential of this relationship.  
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This is different from branding constellation 1, where indirect channel Customer H was 
focused on Partner G. In this constellation Partner G is only focused on Customer N and 
does not have any attention for indirect channel Customer H opposed to the other 
partners. When Partners are allowed to move freely, Partner T positions himself between 
Customer N and Brand A, and he is determined to catch his share of the market. This 
irritates both Brand A and Sub Brand A. The positions of the 5 Partners irritate Customer 
N and he thinks there is much more attention for Partners than for him. Like branding 
constellation 1, the introduction of the Partner Programme is due to the facilitator rather 
than to the brand team members. When Partner Programme is positioned by the 
brander between Brand I and Brand A, especially Sub Brand A is very glad with her 
appearance, whereas all Partners are neutral. To conclude, the indirect channel seems 
to strengthen Brand I when he pays (more) attention to his customers than to his 
partners and the introduction of a partner programme should be a cooperation intention 
rather than a fixed programme. 
 
This chapter covered the Case Study and his stakeholders of this thesis. The next 
chapter presents the data design.  
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4.  Data Design 
 
In order to establish the reliability of branding constellations this thesis compares the 
outcomes of two branding constellations based on the IDS Scheer channel branding 
opportunity described in chapter 3. Furthermore, it compares the outcomes to other 
identification techniques. Chapter 4 presents the data design. Section 4.1 discusses the 
branding constellation processes, whereas in section 4.2 the reliability measurements 
are described. In section 4.3 the stacking of the comparable cases is discussed.  
 
4.1.  Branding Constellations Processes  
This section describes the data sources which are used to establish triangulation: 
briefing/ discussion before the constellation, the questionnaires and the transcriptions. 
The information sources mentioned above are described in the following subsections 
4.1.1 covers the preconstellation briefing, subsection 4.1.2 branding constellations 
organizations and subsection 4.1.3 the questionnaires and subsection 4.1.4 the 
transcription.   
 
4.1.1 Preconstellation Briefing 
On February 7th 2008 the members of the Brand Team, Wim Jurg and Researcher had a 
discussion on the branding opportunity prior to the constellations. As described before 
the development of the indirect channel was not successful for IDS Scheer. What kind of 
effects should occur when introducing a partner programme.  
 
4.1.2 Branding Constellation Workshop 
On the 12th of February 2008 the IDS Scheer branding constellations took place at 
Hitachi Amsterdam. In order to examine the reliability of the branding constellation two 
branding constellations were held in similar rooms on the same time with similar 
attendants and facilitated by a similar facilitator. The attendants were divided at random 
over the two groups: the attendants with the surname A-L were submitted to the first 
constellation and the attendants with the surname M-Z were submitted to the second 
constellation. Next to the IDS Scheer branding opportunity the workshop paid attention 
to the Kardex branding opportunity. Table 4.1 presents the workshop programme. 
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16.00 – 16.30 Arrival, coffee/tea 
16.30 – 17.00 Introduction 
17.00 – 18.15 Branding constellations IDS Scheer B.V. 
18.15 – 18.45 Lunch including completing questionnaires 
18.45 – 19.45 Discussion between members of IDS Scheer B.V. about gained insights  
18.45 – 19.45 Branding constellations Kardex B.V. 
19.45 – 20.45 Wrap-up, including completing questionnaires. 
Table 4.1 Workshop programme 
 
4.1.3  Questionnaires 
Immediately after the branding constellation the brand team members (Director Products 
Business, the Manager Business Development, the Sales Manager New Business and 
the Marketing Manager) and the other IDS Scheer attendants were asked to complete a 
questionnaire. The answers of the members of the brand team to the questions of these 
questionnaires were used to interpret their insights on their branding opportunity. The 
answers of the IDS Scheer attendants were only analysed on differences with the brand 
team members. For transparency reasons, their answers on these questionnaires can be 
found on the CD-ROM35. 
 
After the seminar, the brand team members completed a self-administered questionnaire 
by e-mail. The researcher used the insights mentioned in this filled out questionnaire by 
the brand team member to interpret the insights test-retest reliability of both branding 
constellations. The filled out questionnaires can be found on the CD-ROM.36  
 
4.1.4  Transcriptions 
Transcripts were made of the DVD recordings of the two IDS Scheer branding 
constellations by the researcher in the presence of the theme coordinator/facilitator of 
branding constellation 1. Non-verbal communication, postures and movements were 
reproduced in writing in the transcripts when they appeared different from the verbal 
statements. The two constellations were held on the12th of February 2008 and were 
transcribed on the 23rd up to the 25th of June. The transcripts can be found on the CD-
ROM37.  
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4.2  Reliability Measurements  
In this section the reliability measurements used in this case study are presented. 
Subsection 4.2.1 starts with the reliability conceptualisation, followed by insights test-
retest reliability in subsection 4.2.2. Subsection 4.2.3 covers the messages test-retest 
reliability, whereas subsection 4.2.4 deals with the proceedings test-retest reliability. In 
subsection 4.2.5 the bilateral relationships test-retest reliability was described. 
Subsection 4.2.6 covers the precision reliability, subsection 4.2.7 the market triangular 
reliability, subsection 4.2.8 the brands histories triangular reliability and subsection 4.2.9 
the literature triangular reliability. Subsection 4.2.10 closes this section with an overview 
of used measurements. 
 
4.2.1  Reliability Conceptualisation 
According to Yin (1994)38, an important aspect of a study is establishing the correct 
operational measures for the concepts being studied. Peter (1977)39 refers to reliability 
as the relative absence of errors of measurement in a measuring instrument. It is 
associated with random chance errors. Reliable findings should be true measures of the 
property measured. Peter reports that numerous words have been used as synonyms 
for reliability such as accuracy, consistency, constancy, dependability, predictability, 
precision and repeatability. These synonyms represent to Peter alternative 
interpretations. Following Peter, this study used several measures to examine the 
reliability of the branding constellation concerning IDS-Scheer’s branding opportunity. 
The first category of measurements is based on the test-retest reliability, concerning the 
degree in which the findings of the first and second constellation match. The second 
category of measurements is based on triangulation. Here, the findings of the branding 
constellations are compared with the findings of traditional problem identification data 
sources; by name a literature study, historical analysis and interviews. The third category 
contains precision. 
 
The test-retest reliability was examined in four ways; firstly, by comparing the insights 
gained by the leading brand team member (Director Products Division) with the other 
three brand team members; secondly, by comparing the messages between the two 
branding constellations; thirdly, by comparing the main proceedings in the two 
constellations: the initial projection constellation and the final vision constellation; fourthly, 
by comparing the relationships between similar branding elements in the two branding 
constellations40.  
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The triangular reliability was measured in five ways: by comparing the findings on 
insights and proceedings of the branding constellations to a literature study on multiple 
channels, a historical analysis of the ICT market and the IDS Scheer and ARIS brand 
and to the insights on the branding opportunity mentioned in separate interviews with the 
brand team members. Finally, the precision reliability was measured on both branding 
constellations separately. 
 
4.2.2  Insights Test-Retest Reliability 
Concerning insights test-retest reliability the gained insights by the leading brand team 
member (Director Products Division) based on his statements in the branding 
constellation transcriptions and in the questionnaires, were compared to the other three 
brand team members and examined on similarities and differences. Table 4.2 presents 
the scores used to compare the insights by the leading brand team member and the 
other brand team members on a five-point scale following Miles & Huberman (1984)41.  
 
Score Legend 
+2 The insight(s) mentioned by the leading brand team member is also specifically mentioned by the 
other brand team member 
+1 A similar insight mentioned by the leading brand team member is mentioned by the other brand team 
member 
0 A similar kind of insight mentioned by the leading brand team member is not mentioned by the other 
brand team member 
-1 A dissimilar insight mentioned by the leading brand team member is mentioned by the other brand 
team member 
-2 A contrasted insight mentioned by the leading brand team member is mentioned by the other brand 
team member. 
Table 4.2 Overview of insights test-retest reliability 
 
4.2.3  Messages Test-Retest Reliability 
The messages test-retest reliability compares the messages of the two branding 
constellations. It was based on transcriptions of the branding constellations. The focus 
was on the reactions of the stand-ins regarding the branding option, how to develop the 
indirect channel. The message is measured as the dynamics in the two branding 
constellations regarding branding, partner strategy, preferred channel partners according 
to the partners, and preferred channel partners according to the customers. These four 
issues were chosen because these issues are most affected by the branding option: the 
partner programme. The question regarding branding is whether partners prefer IDS 
Scheer or ARIS.  
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What for partners do IDS Scheer need to develop the indirect channel. The question 
regarding dynamics concerning the partner strategy is whether partners prefer IDS 
Scheer for their solutions. Regarding the dynamic preferred channel partners according 
to the partners is whether partners are attractive (reputation, knowledge etc) for the 
preferred channel partners of IDS Scheer. Which partners are preferred by the customer 
because of their knowledge is measured as dynamics regarding preferred channel 
partners according to the customer. To simplify the measurements, the statements of the 
customers were not taken into account.  
 
Table 4.3 presents the scores used to compare the messages of both constellations on 
these four issues on a five-point scale.  
 
Score Legend 
+2 The statements of the stand-ins in branding constellation 1 regarding a core branding issue 
(respectively, partner strategy and preferred channel partners on partner and customer initiative) are 
very similar to the statements of the stand-ins in branding constellation 2 regarding this issue  
+1 The statements of the stand-ins in branding constellation 1 regarding a core branding issue 
(respectively, partner strategy and preferred channel partners on partner and customer initiative) very 
similar to the statements of the stand-ins in branding constellation 2 regarding) this issue  
0 The statements of the stand-ins in branding constellation 1 regarding a core branding issue 
(respectively, partner strategy and preferred channel partners on partner and customer initiative) 
were not equal to the statements of the stand-ins in branding constellation 2 regarding this issue 
-1 The statements of the stand-ins in branding constellation 1 regarding a core branding issue 
(respectively, partner strategy and preferred channel partners on partner and customer initiative) are 
dissimilar to the statements of the stand-ins in branding constellation 2 regarding this issue 
-2 The statements of the stand-ins in branding constellation 1 regarding a core branding issue 
(respectively, partner strategy and preferred channel partners on partner and customer initiative) are 
contrasted to the statements of the stand-ins in branding constellation 2 regarding this issue. 
Table 4.3 Overview of messages test-retest reliability 
 
4.2.4  Proceedings Test-Retest Reliability 
Proceedings test-retest reliability compared the positions, directions and statements of 
the stand-ins in the initial projection constellation and in the final vision constellation. 
This analysis was also based on the transcripts. For the initial projection constellation the 
positions, directions and statements of the stand-ins of the two elements are used: 
Brand IDS Scheer and Sub Brand ARIS. After this moment, the facilitator of branding 
constellation 2 conducted his first intervention. For the vision constellation the positions, 
directions and statement of the branding option (the partner programme) in the final 
constellations were used. 
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Table 4.4 presents the scores used to compare the proceedings in the two constellations 
on a five-point scale.  
 
Score Legend 
+2 A statement of the stand-in of the partner programme in constellation 1 is also specifically mentioned 
by the stand-in of the partner programme during constellation 2  
+1 A similar statement of the stand-in of the partner programme in constellation 1 is also mentioned by 
the stand-in of the partner programme during constellation 2 
0 The statement  of the stand-in of the partner programme in constellation 1 is not mentioned during 
constellation 2 
-1 A dissimilar statement of the stand-in of the partner programme in constellation 1 is mentioned during 
the other constellation 
-2 A contrasted statement of the stand-in of the partner programme in constellation 1 is also specifically 
mentioned during constellation 2. 
Table 4.4 Overview of proceedings test-retest reliability: statements stand-ins 
 
 
Table 4.5 presents the scores for directions and positions used to compare the 
proceedings in the two constellations on a five-point scale. 
 
Score Legend 
+2 The directions and distances of the stand-ins in constellation 1 and in constellation 2 are very similar: 
a stand-in of an element is in sight for a stand-in of an element in constellation 1 and this stand-in is 
also in sight in constellation 2 in an angle of less than 90 degrees and the distances between the 
stand-ins differ less than 50%  
+1 The directions and distances of the stand-ins in constellation 1 and in constellation 2 are similar: a 
stand-in of an element is in sight for a stand-in of an element in constellation 1 and this stand-in is 
also in sight in constellation 2 in an angle less than 90 degrees but their distances differ more than 
50% 
0 The directions and distances of the stand-ins in constellation 1 and in constellation 2 are neither 
similar not dissimilar: the situations not categorised in ‘+2’, ‘+1’, -1’ and ‘-2’ 
-1 The directions and distances of the stand-ins in constellation 1 and in constellation 2 are different: a 
stand-in of an element is in sight for a stand-in of an element in constellation 1 and this stand-in is 
not in sight in constellation 2  in an angle less than 90 degrees and the distances differ less than 50% 
-2 The directions and distances of the stand-ins in constellation 1 and in constellation 2 are very 
different: a stand-in of an element is in sight for a stand-in of an element in constellation 1 and this 
stand-in is not in sight in constellation 2 in an angle less than 90 degrees and the distances differ 
more than 50%. 
Table 4.5 Overview of proceedings test-retest reliability: positions and directions stand-
ins 
 
4.2.5 Bilateral Relationships Test-Retest reliability  
The bilateral relationships test-retest reliability was measured in four steps.  
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First, the relationships between branding elements as indicated by the stand-in 
statements in the two branding constellations were rated on a five-point scale. Table 4.6 
shows the relationships scores per stand-in statement. 
 
Score Legend 
+2 The statement indicates a very positive relationship with some other element in the branding constellation 
+1 The statement indicates a positive relationship with some other element in the branding constellation 
0 The statement indicates a neutral relationship with some other element in the branding constellation 
-1 The statement indicates a negative relationship with some other element in the branding constellation 
-2 The statement indicates a very negative relationship with some other element in the branding constellation. 
Table 4.6 Overview of element relationships scores 
 
Second, the individual scores are summed up indicating the overall relationships 
between the elements. Third, the (dis)harmony of the relationship between branding 
elements of both branding constellation were rated on a five-point scale from +2 to -2. 
Table 4.7 visualizes this five-point scale. 
 
Score Legend 
+2 The relationships scores are very similar: the scores are both higher than 1.5 or lower than -1.5; 
or when the scores are both between 0.5 and 1.5; or when the scores are both between -1.5 and -
0.5; or when the scores are both between -0.5 and 0.5  
+1 The relationships scores are rather similar: one of the relationship scores is higher than 1.5 and 
the other is between 0.5 and 1.5; or when one of the relationship scores is lower than -1.5 and the 
other is between- 0.5 and -1.5; or when the difference between the relationship scores is smaller 
than 0.5, but are not very similar 
0 The relationships scores are neither similar nor dissimilar: the relationships scores differ between 
0.5 and 1.0;  for instance the relationship score on constellation 1 is 0.3 and on constellation 2 0.8 
-1 The relationships score are rather dissimilar. One of the relationships is higher than 1.5  and the 
other is lower than 0.5 but higher than -0.5; or one of the relationships is lower than -1.5  and the 
other is lower than 0.5 but higher than -0.5; or one is 1 and the other -1and the other ‘0’ 
-2 One of the relationships is higher than 1.5 and the other is lower than -0.5; or one of the 
relationships is lower than -1.5 and the other is higher than 0.5. 
Table 4.7 Overview of element relationships comparison legend 
 
Fourth, per element mean measurements were carried out and also overall mean values 
of the test-retest reliability were measured. 
 
4.2.6 Precision  
Precision is defined as the assessment to what degree statements of the stand-ins have 
the possibility of allowing falsification on a five point scale from +2 to -2; see Table 4.8. 
High scores on precision means that many statements of stand-ins can be falsified. 
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Score Legend 
+2 Statement of a stand-in of a brand element is directly measurable, and therefore can be checked 
on its truth immediately 
+1 Statement of a stand-in of a brand element can be operationalised using definitions that are / 
might be found in literature 
+0 Statement of a stand-in of a brand element cannot be operationalised using definitions that are/ 
might be found in literature 
-1 Statement of a stand-in of a brand element is multi interpretable 
-2 Statement of a stand-in of a brand element is in contradiction with another statement made by this 
stand-in of a brand element is in contradiction with another statement made by this stand-in. 
Table 4.8 Overview of precision score 
 
Notably, the precision reliability measurement did not compare the two branding 
constellations and therefore it is of a different order than the previous test-retest 
reliability measurements. 
 
4.2.7  Market Triangular Reliability 
The market reliability measurement compares the findings on insights and proceedings 
of the constellation of the leading brand team member with historical facts regarding the 
historical happenings on the ICT market. Internet, books, journal articles and magazines 
were used to analyse the ICT markets. Table 4.9 presents the key search terms for 
finding literature about market triangular Reliability measurements.  
 
Key search terms 
Applications Integrators  
Business processes Management Marketing 
Eco-system  Multi channel distribution 
Hardware and Software Resellers 
History of BPM   
   Table 4.9 Key search terms 
 
The findings on IT industry can be found on the CD-ROM in the directory Background 
Information. However, no measurement was found to compare the facts presented in the 
ICT Market history and the insights provided by the leading brand team member or the 
proceedings in the branding constellations. The measurements on the market triangular 
reliability can be found on the CD-ROM in the directory Background Information. 
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4.2.8  Brands histories Triangular Reliability 
This reliability measurement compared the findings on insights and proceedings of the 
constellation of the leading brand team member with the facts found on the channel 
branding opportunity in the internal documents of IDS Scheer, especially annual reports 
from 1984 up till 2007. The findings on the brands histories can be found on the CD-
ROM in the directory Background Information. However, no measurement was found to 
compare the facts presented in the brands histories and the insights provided by the 
leading brand team member or the proceedings in the branding constellations. The 
measurements of the market history triangular reliability can be found on the CD-ROM in 
the directory Background Information. 
 
4.2.9  Marketing Literature Triangular Reliability 
This reliability measurement compared the findings found on the channel branding 
opportunity in the literature with the insights and proceedings of the constellation of the 
leading brand team member. Four internet search engines were used: Google, Host 
Ebsco, Google scholar and Sage Publications. Table 4.10 shows the Key search terms 
used to measure the literature triangular reliability. 
 
Key search terms 
Business to business Dynamic capabilities  
By specific authors Multi channel management 
Case studies Multi channel marketing 
Channel conflict Multi channel conflict 
Channel integration  
  Table 4.10 Key search terms  
 
The findings on the general marketing literature and the specific multi channel literature 
can be found on the CD-ROM in the directory Background Information. However, no 
measurement was found to compare the facts presented in the marketing literature and 
the insights provided by the leading brand team member or the proceedings in the 
branding constellations. The measurements of the multi channel marketing literature 
triangular reliability can be found on the CD-ROM in the directory Background 
Information. 
 
4.2.10  Overview of Reliability Measurements 
In table 4.11 you find an overview of the reliability measurements with their reliability 
research question and research sources.   
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Reliability 
measurements 
Sub reliability research question Research sources42 
1. Insights test-
retest 
How test-retest reliable are the branding 
constellations on gained insights? 
Two branding constellation transcripts, 
and completed questionnaires by the 
four brand team members 
2. Messages test-
Retest  
How test-retest reliable are the IDS-Scheer 
B.V. branding constellations on messages? 
Two branding constellation transcripts 
3. Proceedings 
test-retest 
How test-retest reliable are the two branding 
constellations on introducing the partner 
programme.  
Two branding constellation DVD’s and 
their transcripts 
4. Bilateral 
relationships test-
retest  
How test-retest reliable are the stand-in 
relationship in the two branding 
constellations? 
Two  branding constellation transcripts 
5. Precision  How open are the stand-in statements to 
verification and or falsification?  
Two branding constellation transcripts, 
separately 
6. Historical ICT 
market analysis  
How triangular reliable are the insights and 
proceedings of the branding constellations 
as compared to the facts in the historical 
analysis of the ICT market? 
Branding constellation, transcripts, 
completed questionnaires by managers 
and researcher, and ICT background 
books 
7. Historical brand 
analysis IDS 
Scheer and ARIS 
How triangular reliable are the insights and 
proceedings of the branding constellations 
as compared to the facts of the historical 
analysis of IDS Scheer and ARIS? 
Branding constellation transcripts, 
completed questionnaires and internal 
IDS Scheer documents 
8. Marketing 
literature 
How triangular reliable are the insights and 
proceedings of the branding constellations 
as compared to the findings of the multi 
channel literature? 
Branding constellation transcripts, 
completed questionnaires and scientific 
journals and books on multi channel 
opportunity. 
Table 4.11 Overview of data sources used to measure reliability 
 
4.3  Stacking Comparable Cases  
The findings on the 8 aspects of reliability on the IDS Scheer B.V. case were compared 
to the findings of all predecessors. However, some findings were referred to second 
hand as studying 19 theses would have taken too much time. The decision which theses 
to use for stacking comparable cases was made based on whether a researcher had 
also studied reliability specifically, which was only Ten Have (2007).  
 
On test-retest reliability the quantitative analytical test-retest reliability was stacked. The 
insights test-retest reliability, could only match with the findings of the branding 
constellation of Ten Have (2007). Finally, the findings on precision were compared to the 
findings of predecessors.  
 
The market, brands histories and marketing literature triangular reliability couldn’t be 
compared to Ten Have (2007) as she used other ways of measurement on these 
aspects. 
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The findings on stacking were scored again on a five-point scale (-2:+2), as presented in 
table 4.12. 
 
Score Legend 
+2 The case study findings differ  0 –  20% with the mean of the findings stacked upon 
+1 The case study findings differ 20 – 40% with the mean of the findings stacked upon 
0 The case study findings differ 40 – 60% with the mean of the findings stacked upon 
-1 The case study findings differ 60 – 80% with the mean of the findings stacked upon 
-2 The case study findings differ 80 – 100% with the mean of the findings stacked upon. 
Table 4.12 Stacking scores 
 
In addition, the Theme distinguishes three types of branding constellations in the 
analyses. First, the concrete branding constellation, in which the brand name is 
mentioned explicitly; e.g. in the KPN Mobile case study studied by Van Mechelen (2005), 
the brand name KPN and the sub brand KPN Mobile were set up. Second, the abstract 
type in which the brand elements are named in general terms, such as ‘brand name’; e.g. 
in the MultiCopy case study studied by Simons (2005). Third, the covered type, where 
the elements are named with numbers or letters; e.g. in the SKBA case study was the 
second constellation in which the constellated elements were set up and indicated by 
their fist letter.  
 
Opposed to Ten Have the qualitative test-retest reliability was not taken into account in 
this case study, because it looks very much like a qualitative description of the 
quantitative test-retest reliability. It didn’t add much. In addition, the coherence triangular 
reliability was not taken into account in this case study, because it was out of the time 
limits of this study.  
 
Chapter 4 presented the data and methods used for this Reliability Research. Chapter 5 
presents the findings of the IDS Scheer Case. 
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5.  The Reliability of 2008 IDS Scheer B.V. Constellations 
 
Chapter 4 presented the data design. This chapter analyses the reliability of the 
branding constellations of IDS-Scheer B.V.  Section 5.1 examines insights test-retest 
reliability. The next section 5.2 covers the messages test-retest reliability. Section 5.3 
covers the proceedings test-retest. Section 5.4 covers the bilateral relationships test-
retest reliability. Section 5.5 describes the findings on precision. Section 5.6 closes this 
chapter with an overview.  
 
5.1 Insights Test-Retest 
In this section the gained insights have been compared based on the manager’s 
comments during the interviews, constellation as transcribed on the basis of the DVD 
recording and the completed questionnaires by both managers and assistants. Below 
the insights gained by the leading brand team member during and after the branding 
constellation are described and compared with those of the brand team members43. The 
insights mentioned at the different moments can be found on the CD-ROM Relevance 
and Timeliness. 
 
  Also mentioned by 
Subject Insights leading brand team member BDM SMNB MM 
Relationship IDS 
Scheer and ARIS 
Brand IDS Scheer has a position separate from 
ARIS. IDS Scheer stands for German reliability 
while ARIS is the “fresh and fruity girl”.  
+2 +2 +2 
IDS Scheer 
consulting 
IDS Scheer should focus on licenses while partners 
should be doing the consulting 
+2 +2 +2 
Partner 
programme 
Careful with the partner programme +2 +2 +2 
Means  +2.0 +2.0 +2.0 
Table 5.1 Similarity insights 
 
Table 5.1 shows that the insights by the leading brand team member are all shared by 
the other brand team members.  
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5.2 Messages Test-Retest Reliability 
Messages Test-Retest Reliability was based on the following issues: branding, partner 
strategy, preferred channel partners on partner initiative and preferred channel partners 
on customer initiative. Table 5.2 presents the core messages concerning the branding 
option ‘partner programme’ of the two constellations.  
 
Subject Constellation 1 Constellation 2 Score 
Branding  IDS Scheer and ARIS should 
be positioned together 
IDS Scheer and ARIS should be 
positioned together 
+2 
Partner Strategy Open dialogue rather than a 
partner programme 
Partners irritate customer ING -1 
Preferred channel partners  
on partner initiative  
SAP and Oracle SAP, but it is irritated that IDS 
Scheer doesn’t see the potential 
0 
Preferred channel partners  
on customer initiative 
Cap Gemini Cap Gemini +2 
Means   +0.8 
Table 5.2 Core messages concerning the branding option ‘partner programme’ 
 
Table 5.2 shows that the mean messages test-retest reliability is positive. The messages 
regarding the issues about branding and preferred channel partner on customer initiative 
score very similar. Both branding constellations show that IDS Scheer and ARIS should 
be positioned together and that Cap Gemini is the most preferred channel partner on 
customer initiative. The messages regarding the partner strategy in both constellations 
are fairly dissimilar. In branding constellation 1 an open dialogue is preferred rather than 
a partner programme, while in constellation 2 the partners irritate customer ING. The 
messages regarding preferred channel partners on partner initiative in both branding 
constellations were not equal. From branding constellation 1 it can be concluded that 
SAP and Oracle are the preferred partners. Branding constellation 2 showed that SAP is 
the preferred channel partner. SAP feels irritated in branding constellation 2 that IDS 
Scheer doesn’t see the potential of the corporation. In both branding constellations the 
messages according preferred channel partners on customer initiative are very similar. 
The statements of the stand-ins show in both branding constellations that Cap Gemini is 
the preferred channel partner on customer initiative.   
 
5.3 Proceedings Test-Retest Reliability  
Since both branding constellations look into the same agreed upon opportunity and use 
the same agreed upon elements in the constellation it is possible to compare the 
projection constellations of the two branding constellations.  
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5.3.1 Proceedings Test-Retest Reliability Projection Constellations 
First, concerning Brand I (IDS Scheer), in the projection phase of the first branding 
constellation, Brand I (IDS Scheer) does not feel well on his position. He has the feeling 
that Sub Brand A (ARIS) stands between him and Customer N (ING).  
In the projection phase of the second branding constellation, Brand I (IDS Scheer) does 
not feel well on his position either. He has the feeling that Sub Brand A (ARIS) wants to 
be on his own and wants to take the customer away from him.  
 
Second, concerning Sub Brand A (ARIS), in the projection phase of the first branding 
constellation, Sub Brand A (ARIS) indeed wants to stand between brand I (IDS Scheer) 
and the Customer (ING). In the projection phase of the second branding constellation, 
Sub Brand A (ARIS) wants to turn towards the customer but feels blocked by his 
relationship with the Brand I (IDS Scheer).  
 
 
 
 
Figure 5.1 Projection phases  
 
Legend Projection phases 
 
 Brand I (IDS Scheer) 
 
 Sub Brand A (ARIS)  
 
 Customer N (ING) 
 
Table 5.3 presents the proceedings test-retest reliability score on positions and direction 
of stand-ins in both branding constellations during the projection phase.  
1 
1 
2 
2 3 3 
1 
2 
3 
Branding constellation 1 Branding constellation 2 
 
 
 
 
 
 
 
 
43 
 
Branding constellation 1 Branding constellation 2 Scores Explanation 
Brand I (IDS Scheer) is 
directed at  Customer N 
(ING) at about 2,5 metres 
The Brand I (IDS Scheer) 
is directed at Sub Brand A 
(ARIS) at about 1 metre 
-2 Positions are rather different 
Sub Brand A (ARIS) is 
directed at Customer N 
(ING)about 2 metres 
Sub Brand A (ARIS) is 
neither directed at Brand I 
(IDS Scheer) nor at 
Customer N (ING) 
-2 Positions are rather different 
Means  -2  
Table 5.3 Proceedings test-retest reliability on positions and directions of stand-ins 
 
Table 5.3 shows that the projection phases of the two branding constellations are very 
different (-2). However, the second constellation reaches a similar situation as the first 
constellation after twenty minutes. This constellation is presented in Figure 5.2. 
 
 
 
 
 
Figure 5.2 Projection phases (20 minutes after start) 
 
Legend Projection phase (20 minutes after start) 
 
 Brand I (IDS Scheer) 
 
 Sub Brand A (ARIS)  
 
 Customer N (ING) 
 
 
1 
1 
2 
2 
3 3 
2 
3 
Branding constellation 1 Branding constellation 2 
1 
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Table 5.4 shows the proceedings test-retest reliability on direction of stand-ins (part 2) 
after 20 minutes.  
 
Branding constellation 1 Branding constellation 2 Scores Explanation 
Brand I (IDS Scheer) is 
directed at  Customer N 
(ING) at about 2,5 metres 
Brand I (IDS Scheer) is 
directed at Customer N 
(ING)at about 1.5 metres 
2 Positions and directions 
are the same 
Sub Brand A (ARIS) is 
directed at Customer N 
(ING) about 2 metres 
Sub Brand A (ARIS) is 
directed at Customer N 
(ING) about 2 metres 
2 Positions and directions 
are the same 
Mean  2  
Table 5.4 Proceedings test-retest reliability on positions and directions of stand-ins (part 
2) 
 
Table 5.4 shows that the positions and directions in both branding constellations are 
very similar.  
  
 
5.3.2 Proceedings Test-Retest Reliability Visions Constellations 
 
Concerning the Partner Programme, in the vision phase of the first branding 
constellation, he feels most connected to Partner S (SAP), Partner T (Tibco) and Brand I 
(IDS Scheer). He doesn’t want to stand in the middle but behind Brand I he feels well. 
He prefers to have some distance towards the partners although this reduces positive 
tension with the partners. In the vision phase of the second branding constellation, the 
Partner Programme can’t see Customer H (Holland Casino), about whom it is all about. 
She doesn’t trust Partner T (Tibco). 
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Figure 5.3 Vision phases 
 
Legend Vision phases 
  
  Brand I (IDS Scheer) 
 
 Sub Brand A (ARIS) 
 
 Customer N (ING) 
 
 Partner Programme 
  
 
Table 5.5 presents the test-retest reliability on positions and directions of the stand-ins in 
both constellations during the vision phase 
 
Branding constellation 1 Branding constellation 2 Scores Explanation 
Brand I (IDS Scheer) is 
directed at  Customer N 
(ING) at about 3,5 metres 
Brand I (IDS Scheer) is 
directed at Customer N 
(ING) at about 2,5 metres 
+2 The directions are the same 
while the distances differ less 
than 50% 
Sub Brand A (ARIS) is 
directed at partner Tibco 
at about 2,5 metres 
Sub Brand A (ARIS) is  
directed at Customer N 
(ING) 
-2 The directions are different and 
Tibco is not in sight in an angle 
of 90 degrees 
Partner Programme is 
directed at  Customer N 
(ING) at about 3,5 metres 
Partner Programme is 
directed at  Customer N 
(ING) at about 2,5 metres 
+2 The directions are the same 
while the distances differ less 
than 50% 
Means  +0.7  
Table 5.5 Proceedings test-retest reliability on positions and directions of stand-ins in 
vision phase 
 
1 
1 
2 
2 
3 
3 
4 
4 
4 
1 
2 
3 
Branding constellation 1 Branding constellation 2 
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Table 5.5 shows that the mean score is +0.7. It means that the directions of the stand-
ins in constellation 1 and in constellation 2 are fairly similar. High scores are found on 
Partner Programme and Brand I (IDS Scheer). In both branding constellations they have 
the same directions while the distances with other elements differ less than 50%. A low 
score is found on Sub Brand A (ARIS). In both branding constellations the directions of 
both stand-ins are different and Tibco is not in sight in an angle of 90 degrees in 
branding constellation 2.   
 
5.3.3 Comparison 
Table 5.6 presents the proceedings test-retest reliability on positions and directions of 
stand-ins during the projection and vision in branding constellation 1.  
 
Element Comparison 
Projection  1 
Vision Mean (Projection 
1 and Vision) 
I (IDS Scheer) -2 +2 0.0 
Sub Brand A (ARIS) -2 -2 -2.0 
Partner Programme  +2 +2.0 
Means -2 +0.7 0.0 
Table 5.6 Proceedings test-retest reliability on positions and directions of stand-ins 
during the projection and vision in branding constellation 1 
 
Table 5.6 shows that the highest score can be found on Partner Programme (+2.0) and 
the lowest score on Sub Brand A (ARIS) (-2) during branding constellation 1.  
 
Element Comparison 
Projection  2 
Vision Mean (Projection 
1 and Vision) 
I (IDS Scheer) +2 +2 +2.0 
Sub Brand A (ARIS) +2 -2 0.0 
Partner Programme  +2 +2 
Means +2 +0.7 +1.3 
Table 5.7 Proceedings test-retest reliability on positions and directions of stand-ins 
during the projection and vision in branding constellation 2 
 
Table 5.7 shows that the highest score can be found on Brand I and Partner Programme 
(+2) and the lowest score on Sub Brand A (ARIS) (0). 
 
Comparing both constellations it shows that Partner Programme scores high in both 
branding constellations. It means that the directions of the Partner Programme element 
during both constellations are very similar. The lowest score can be found on Sub Brand 
A (ARIS). It means that in both branding constellations the directions of both stand-ins 
for Sub Brand A are different.  
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To conclude the statements of the stand-ins of Brand I (IDS Scheer), Sub Brand A 
(ARIS) and Customer N (ING) in the two branding constellations regarding relationships 
towards the other elements are similar. The statements of the stand-ins of Partner 
Programme in the two branding constellations regarding relationships towards the other 
elements are quite different.  
 
5.4 Bilateral Relationships Test-Retest Reliability 
The bilateral relationships test-retest reliability examines the similarities and 
dissimilarities between the relationships of combinations of the constellated elements in 
both branding constellations. Table 5.6 covers the Bilateral Relationships test-retest 
reliability analyses of both IDS-Scheer constellations on a scale from ‘+2’ to’-2’. The 
analysis can be found on the CD-ROM. 
 
Element/ 
Test-retest 
reliability 
scores 
Bra 
nd I  
Sub 
Bra 
nd A 
Cus 
tomer 
N 
Part 
ner 
C 
Part 
ner G 
Part 
ner O 
Part 
ner S 
Part 
ner T 
Cus 
tomer 
H 
Partner 
pro- 
gramme 
Mean Ran 
ge 
Brand I  +2.0 +2.0  -2.0 0.0 +2.0 -2.0 0.0 -1.0 +0.1 4 
Sub Brand A 0.0  +1.0 -1.0 0.0 -1.0 0.0 +1.0 0.0 1.0 +0.1 2 
Customer N -2.0 +2.0  -1.0 -2.0 +1.0 -2.0 +1.0 -1.0 -1.0 -0.6 4 
Partner C             
Partner G -1.0 -1.0 +1.0 +1.0  +2.0 0.0 +2.0 0.0 +1.0 0.6 3 
Partner O +2.0 0.0 -2.0 0.0 +2.0  0.0 0.0 +2.0 +1.0 +0.6 4 
Partner S 0.0 0.0 0.0 +2.0 +2.0 0.0  +2.0 0.0 +2.0 +0.9 2 
Partner T 0.0 -1.0 +1.0 0.0 -1.0 +1.0 +1.0  +2.0 +1.0 +0.4 3 
Customer H -1.0 -1.0 +2.0 +2.0 -1.0 +2.0 +1.0 +2.0  +2.0 +0.9 3 
Partner prog +1.0 -1.0 +2.0 +2.0 +2.0 0.0 -1.0 -2.0 -1.0  +0.2 4 
Means -0.1 0.0 +0.9 +0.6 0.0 +0.6 0.1 +0.5 +0.3 +0.8 +0.4 3.2 
Table 5.8 Bilateral relationships test-retest reliability  
 
Table 5.8 shows that the overall test-retest reliability score is limited (0.4), meaning that 
the relationships between the stand-ins in the two branding constellations are a bit 
similar. The highest scores are found on Partner S (SAP) and Customer H (Holland 
Casino) regarding their relationships with the other elements (0.9), meaning that the 
reactions of Partner S (SAP) and Customer H (Holland Casino) are fairly similar to the 
other elements in the two branding constellations. Customer N (ING) has the lowest 
score (-0.6), meaning that that Customer N (ING) reacts rather differently to the other 
elements in the two constellations. Towards Customer N (ING) and the Partner 
Programme the test-retest reliability are highest (0.9 and 0.8), meaning that all elements 
react fairly similar towards Customer N (ING) and the Partner Programme in the two 
constellations. Towards Brand I (IDS Scheer) the stand-in’s test-retest score are lowest 
(-0.1), meaning that that the other elements react neither similar nor dissimilar in the two 
branding constellation towards Brand I (IDS Scheer).  
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5.5 Precision 
 
Precision is defined as the assessment to what degree statements of the stand-ins have 
the possibility of allowing falsification on a five point scale from +2 to -2; see Table 4.8. A 
high score on precision means that many statements of the stand-ins can be falsified. 
Table 5.9 gives an overview of the precision scores of the leading brand team member 
constellation (branding constellation 1). 
 
Frequency overview scores 
Precision scores 2 1 0 -1 -2 Mean Range Total statements 
Brand I 1 3 1 0 0 1 2 5 
Sub Brand A 1 4 2 0 0 0.9 2 7 
Customer N 0 4 0 1 0 0.6 2 5 
Partner C         
Partner G 0 3 0 0 0 1 0 3 
Partner O 0 4 1 1 1 0.5 2 6 
Partner S 2 5 1 0 0 1.1 2 8 
Partner T 1 6 0 0 0 1.1 1 7 
Customer H 0 2 2 2 0 0 2 6 
Partner Programme 0 1 0 1 0 0 2 2 
Means 0.7 3.9 1.0 0.4 0.0 0.7 1.6 5.3 
   Table 5.9 Precision frequency scores branding constellation 1  
 
Table 5.9 shows that the overall precision score of branding constellation 1 is rather 
positive (0.7), meaning that many statements can be falsified. The highest scores are 
found on Partner S (SAP) and Partner T (Tibco): 1.1, meaning that in general the 
statements done by these partners can be falsified. The lowest scores are found on 
Customer H (Holland Casino) and the Partner Programme (0.0), meaning that in general 
the statements done by these elements cannot be falsified.  
 
Table 5.10 gives an overview of the precision scores of branding constellation 2.  
 
Frequency overview scores 
Precision scores 2 1 0 -1 -2 Mean  Range Total statements 
Brand I 1 2 1 2 0 0.2 3 6 
Sub Brand A 4 5 1 0 0 1.3 2 10 
Customer N 2 3 0 1 1 0.6 3 7 
Partner C 2 3 3 0 0 0.9 2 8 
Partner G 1 1 1 0 0 0.8 2 3 
Partner O 2 2 1 1 0 0.6 3 6 
Partner S 1 1 1 0 0 1.0 2 3 
Partner T 3 4 0 1 0 1.3 3 8 
Customer H 0 2 1 0 0 0.7 1 3 
Partner Programme 2 1 0 1 1 0.4 4 5 
Means 1.8 2.4 0.9 0.6 0.2 0.8 2.5 5.4 
   Table 5.10 Precision frequency score branding constellation 2 
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Table 5.10 shows that the overall precision score of branding constellation 2 is rather 
positive too (0.8), meaning that most of the statements can be operationalised using 
definitions that are / might be found in literature. The highest scores are found on Sub 
Brand A (ARIS) and again Partner T (Tibco): 1.3, meaning that in general the statements 
done by these partners can be falsified. The lowest scores are now found on Brand I 
(IDS Scheer) (0.2), meaning that in general statements done by Brand I (IDS Scheer) 
cannot be falsified.  
 
5.6 Overview 
Table 5.11 presents the findings on the test-retest reliability measurements on four 
elements: Brand I, Sub Brand A, Customer N and the Partner Programme. These four 
elements were chosen because these issues are most affected by the branding option: 
the partner programme. 
 
Element Insights test-
retest 
Messages 
test-retest 
Proceedings 
test-retest 
Bilateral relationships 
test-retest 
Mean 
Brand I +2.0  +2.0 +0.1  1.4 
Sub Brand A +2.0  -2.0 +0.1 0.0 
Customer N +2.0   -0.6 0.7 
Partner Programme   +2.0 +0.2 1.1 
Means +2.0 +0.8 +0.7 -0.1 +0.8 
  Table 5.11 Overview of the test-retest reliability findings  
 
Table 5.11 shows that overall the test-retest reliability score is fairly positive. It means 
that the branding constellations overall score positive on test-retest reliability. Brand I 
(IDS Scheer) scores high on the test-retest reliability, while Sub Brand A (ARIS) scores 
neutral. Table 5.12 presents an overview of the precision scores of the two branding 
constellations. 
 
 Precision 
branding constellation 1 
Precision 
Branding constellation 2 
Mean 
Brand I +1.0 +0.2 +0.6 
Sub Brand A +0.9 +1..0 +1.0 
Customer N +0.6 +0.6 +0.6 
Partner C  +0.9 +0.9 
Partner G +1.0 +0.8 +0.9 
Partner O +0.5 +0.6 +0.6 
Partner S +1.1 +1.0 +1.1 
Partner T +1.1 +1.3 +1.2 
Customer H 0.0 +0.7 +0.4 
Partner Programme 0.0 +0.4 +0.2 
Mean +0.7 +0.8 +0.8 
 Table 5.12 Overview of precision scores 
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Table 5.12 shows that the means of the precision scores are fairly positive and similar. 
Partner T (Tibco) has the highest score in both constellations (1.1 and 1.3, respectively). 
It means that in both constellations the statements done by partner T (Tibco) are most 
open to falsification. The lowest mean score can be found on Partner Programme (0.2). 
It means that the statements done during both branding constellations done by Partner 
Programme are hardly open to falsification.   
 
Chapter 5 covered the findings of IDS Scheer Branding Constellations. In chapter 6 the 
findings are compared with the findings of my predecessors.  
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6.  Stacking Comparable Cases 
 
Following Miles and Huberman (1984)44 and Yin (1994)45 the branding constellation 
theme is set up as stacking comparable cases. Each researcher studies a case, using 
the same propositions – with leeway for uniqueness as it emerges, and stacks it to the 
comparable cases of previous students within the theme. Chapter 5 presented the 
measurements for the case study of IDS Scheer. In Chapter 6 these results were 
compared with the results of the predecessors.  In section 6.1 the reliability of the 
branding constellations is stacked. Section 6.2 covers stacking precision. Section 6.3 
closes this chapter with an overview. 
 
6.1  Stacking Reliability 
Subsection 6.1.1 stacks the insights test-retest reliability. Subsection 6.1.2 compares the 
quantitative Analytical test-retest reliability with the findings of my predecessors.  
 
6.1.1 Stacking Insights Test-Retest Reliability 
Table 6.1 presents the insights test-retest reliability scores of the IDS Scheer case study 
and the Lipton case study by Ten Have (2007).  
 
Insights test-retest reliability IDS Scheer  Lipton  
Means 2.0 +0.5 
Table 6.1 Stacked insights test-retest reliability IDS Scheer- Lipton case 
 
Table 6.1 shows that the insights test-retest reliability mean score of this IDS Scheer 
case study is far more positive than the score of the Lipton case study by Ten Have. 
Comparing the mean +2-score of the IDS Scheer case study with the +0.5-score of the 
Lipton case study results in a difference of 75%. Based on a five-point scale, where ‘+2’ 
is a 0 – 20% difference between the case study findings and ‘-2‘ is an 80 – 100% 
difference between the findings, the stacking insights test-retest reliability scores ‘-1’. 
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6.1.2 Stacking Bilateral Relationships Test-Retest Reliability 
Table 6.2 presents an overview of the bilateral relationships test-retest reliability findings 
of the IDS Scheer case study with the previous findings within the Theme as presented 
by Ten Have (2007). 
 
Constellation Number of 
Similar 
Elements 
Mean analytical 
test-retest 
reliability score 
(-2:+2) 
Range Facilitator Type of 
study 
Legermuseum - May 2004  3 +1.2 2.5 Stam 2nd  
SKBA - May and the 2nd in October 
2004 
4 +1.0 0.5 Falkenstein 1st  
EODD - 12th October versus 21st 
October 2005 
8 +1.0 2.1 Falkenstein / 
Blumenstein 
2nd  
SKBA - both in October 2004  8 +0.9 2.0 Falkenstein 1st  
ALEX - March 2003 and October 
2003 
5 +0.8 2.0 Stam 3rd 
 
Hooghoudt - April 2003 and 
January 2004 
4 +0.6 2.7 Stam 3rd 
 
Lipton – both on 15 February 2007 8 +0.5 2.6 Jurg 4th/ 
IDS-Scheer B.V. –both on 12th 
February 2008 
10 +0.4 3.2 Jurg / 
Weggemans 
3rd  
RSM- May and October 2004 4 +0.2 3.3 Stam / 
Falkenstein 
2nd/4th  
SKBA- May and the 1st in October 
2004  
4 +0.0 0.0 Falkenstein 1st 
 
LYNC - March 2003 and March 
2004  
4 +0.0 1.4 Stam 3rd 
 
MultiCopy- June and November 
2003 
3 -0.3 0.5 Stam 3rd  
Blooming- March 2003 and 
November 2005 
1 N/A46 N/A47 Stam 3rd 
 
Overall scores 5.1 0.5 1.8   
Range 9 1.5 3.3   
  Table 6.2 Stacked bilateral relationships test-retest reliability  
 
Table 6.2 shows that the IDS Scheer case study findings on bilateral relation test-retest 
reliability are average. The scores within the Theme vary from very moderate (MultiCopy, 
-0.3) to very good (Legermuseum, +1.2). Remarkable is the high amount of similar 
elements in the IDS Scheer constellations compared to the other case studies. Based on 
a five-point scale, “+2” being a 0-20% difference between the case study findings and “-
2” being an 80-100% difference between the case study findings, the stacking bilateral 
relation test-retest reliability scores ‘0’.  
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6.2 Stacking Precision 
Table 6.3 compares the findings on the IDS Scheer case study on precision with the 
previous findings within the Theme.  
  
Case 
Precision 
score  
(-2 ; +2) 
Number of 
precisie 
elements 
Number of 
precise 
statements 
Facilitator Type of 
study 
SKBA II 1.0 4 (9)  7 (37) Falkenstein  1st 
Lipton II (res.) 0.9 8 (8) 31 (85) Jurg 4th  
IDS-Scheer II 0.8 10 (10) 59 (121) Weggemans 3rd  
IDS-Scheer I 0.7 10 (10) 49 (117) Jurg 3rd  
Lipton I (man.) 0.7 8 (8) 36 (93) Jurg 2nd 
EODD II 0.6 8 (10)  14 (47) Blum. 2nd 
Blooming 0.6 7 (9) 21 (77) Stam 3rd 
Museum  0.5 4 (17) 40 (70) Stam 2nd 
LPD 0.5 9 (13) 65 (125) Stam 1st 
RSM I 0.4 8 (13) 25 (57) Stam 2nd 
RSM II  0.5 5 (11) 32 (49) Falkenstein 4th 
EODD I  0.4 8 (8) 25 (56) Falkenstein 1st 
SKBA I 0.4 6 (12) 14 (39) Falkenstein 1st 
DE & SP 0.3 1 (12) 3 (11) Falkenstein 1st 
Rabobank  0.2 6 (10) 21 (118) Stam 1st 
Stork Fokker  0.2 6 (12 27 (109) Stam 2nd 
Means 0.5 7 (11) 30 (76)   
Range  0.6 9 (9) 62 (114)   
  Table 6.3 Stacked precision scores  
 
Table 6.3 shows that the precision score of both IDS Scheer constellations are above 
average with 0.8 (branding constellation 2) and 0.7 (branding constellation 1). Also the 
number of precision elements is slightly above average as well as the number of precise 
statements. This might be connected to the facilitator as Jurg generally scores high here 
(Jurg’s mean is 0.8), especially in comparison to Stam (mean 0.4). There does not seem 
to be a connection between the number of falsifiable statements and the scores, which is 
due to the number of contrasting statements which were taken into account in the 
precision score but are not taken into account in the number of precise statements.  
 
The difference between the score of the IDS Scheer branding (0.75) and the mean score 
within the Theme (0.5) is 50%. Based on the five-point scale comparison, ‘+2’ being a 0-
20% difference between the findings and ‘-2’ being an 80-100% difference between the 
findings, stacking precision scores’0’.  
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6.3 Stacking Reliability Findings Overview 
Table 6.4 presents the findings on stacking reliability, on a five-point scale, ‘+2’ being a  
0 – 20% difference between the findings and ‘-2’ being an 80 – 100% difference between 
the findings. 
 
Stacking method Score (-2: +2) 
Stacking insights test-retest reliability -1 
Stacking bilateral relationships test-retest 0 
Precision 0 
Mean -0.3 
Range 1 
  Table 6.4 Reliability findings overview 
 
Table 6.4 shows that the two IDS Scheer test-retest reliability findings are similar to 
those of the predecessors, but that the precision findings are not which seems due to the 
facilitators. It must be noted that the insights test-retest reliability are only compared to 
the Lipton case study of Ten Have (2007).  
 
Chapter 6 showed the comparison of the findings of the IDS Scheer Branding 
Constellations with my predecessors, Chapter 7 finally presents the implications and 
reflections on the Theme and on the research process. 
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7. Implications and Reflections 
 
Chapter 6 showed the comparison of the findings of the IDS Scheer Branding 
Constellations with my predecessors. Chapter 7 finally presents the implications and 
reflections on the Theme and on the research process. Section 7.1 presents the 
theoretical implications for the Branding Constellation Theme. In section 7.2 the findings 
are examined on internal and external validity, as well on their internal and external 
reliability. Section 7.3 presents the managerial implications for IDS Scheer. Section 7.4 
closes this chapter with a personal reflection on the Branding Constellation Theme.  
 
7.1  Theoretical Implications  
Co-reviewers of earlier work have indicated that it is necessary to look further into the 
reliability of the branding constellation technique. This study is the second which is set 
up solely to test the reliability of the branding constellation. The idea of comparing two 
separate branding constellations by two different members of a brand team on the same 
opportunity at the same time and on the same basic elements worked well. Therefore, 
this method is recommended to further examine reliability of the branding constellation.  
 
For the reliability measurements and the stacking, the thesis of the predecessor Ten 
Have (2007) was used. Her differentiation between test-retest, triangular and precision 
reliability was followed in this case study. The implications for the Theme are separated 
per reliability measurement. 
 
Subsection 7.1.1 covers the theoretical implications for the insights test-retest reliability 
and 7.1.2 reflects the implications for the proceedings test-retest reliability. Next, 
subsection 7.1.3 presents the theoretical implications for the storyline test-retest 
reliability and subsection 7.1.4 shows the implications for the bilateral relationships-test-
retest reliability. Subsection 7.1.5 covers the theoretical implications for precision, 
whereas subsection 7.1.6 reflects the implications for the product/ market and branding 
history triangular reliability.  
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7.1.1 Insights Test-Retest Reliability 
The insights test-retest reliability was measured differently from Ten Have (2007). Ten 
Have took into account her insights gained from both constellations and specified them 
per constellated element. This case study compared the overall insights of the leading 
brand team member to those of the other brand team members. The insights test-retest 
reliability could only be stacked with Ten Have, because her study was the only 
predecessor who conducted this reliability test. Other students should make clear before 
starting their research which moments and which elements should be part of the insights 
test-retest reliability to have clear measurements.  
 
7.1.2 Proceedings Test-Retest Reliability 
For the proceedings test-retest reliability, two defined moments were taken into account. 
Ten Have (2007) made a comparison of the most comparable moments in the two 
branding constellations. Ten Have named it the most comparable moment test-retest 
reliability. As the choice of these moments was rather random and subjective, this study 
replaced these most comparable moments by two specified moments: the initial 
(projection) constellation and the final (vision) constellation. These moments were 
compared by using the statements and positions (distances and directions) between the 
elements. However, this measurement was not as clear in hindsight as anticipated due 
to the way the facilitators guided their constellations: in constellation 1 the facilitator set 
up the constellation once more after the final debriefing, while in constellation 2 the 
facilitator introduced a new element right at the beginning which he took at later again. 
To have clear measurements, students should make clear agreements on what to call 
the projection and vision phases by determining and discussing these definitions in 
advance with the facilitators.  
 
7.1.3 Messages Test-Retest Reliability 
The messages test-retest reliability was measured differently from Ten Have (2007). Ten 
Have named it storyline test-retest reliability as she compared both storylines to see if 
both constellations told similar stories. Ten Have compared global storylines, which can 
be thought of as a subjective way of measuring, that hardly allows any stacking to take 
place afterwards. In order to create a more objective approach, this study took the core 
messages out of the two branding constellations regarding four aspects of the branding 
option: branding, partner strategy and preferred channel partners on partner and 
customer initiative; and changed the names accordingly.  
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These messages were compared and measured. By isolating these four core messages 
out of the total storylines, it is possible that the systems character of the constellation 
was lost. Follow-up students studying the Theme need to think over,  whether or not the 
messages test-retest reliability is an improvement of Ten Have’s storyline test-retest 
reliability. Furthermore, they should make clear agreements about what to consider the 
initial (projection) and the final (vision) constellations and how to deal with ‘preliminary’ 
and ‘overdue’ interventions by facilitators. Finally, the measurements of this study took 
the projection phase and the vision phase together while their scores were very different. 
 
7.1.4 Bilateral Relationships Test-Retest Reliability 
The bilateral relationships test-retest reliability measured the relationships between the 
constellated elements in the branding constellation conducted by the leading brand team 
member and the branding constellation conducted by the Business Development 
Manager. This measurement was in line with Ten Have (2007). It must be noted that this 
is not a systemic measurement as the relationships are compared only on a bilateral 
level, while according to Schuurmans (2006) the relationships between two elements are  
dependent on the positions (distances and directions) and statements of the other 
constellated elements. Some of the elements did not make a statement on another 
element, which distorted the scores. To avoid distortion, facilitators should be prompted 
to ask all stand-ins how they feel about the others present. One might also argue that 
‘neutral’ elements should not have been constellated at all, as the neutral relationships 
indicate that these elements do not belong to the core elements of the branding system 
and thus should not be taken into account. In the systems constellation literature it is 
generally argued that the constellation should limit itself to a maximum of five elements 
(Weber, 2000)48. Using only the two brands and the direct and indirect channel might 
have reduced the number of elements and the complexity significantly, without changing 
the findings, indicating the importance of construct validity as a third variable. Follow-up, 
students might press facilitators to focus the constellation on a maximum of five core 
elements.  
 
7.1.5 Precision Reliability 
Precision was measured in line with Ten Have (2007) and should be repeated in the 
same way by follow-up students. However, there seems to be an interaction component 
between precision reliability and the facilitator, which strengthens De Velde Harsenhorst 
(2006) findings. He also derived the conclusion that in order to measure reliability in a 
consistent manner it is important to increase similarities in facilitating branding 
constellations. As precision is important, follow-up students should study how facilitators 
might guide their constellations to achieve more precise findings.  
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7.1.6 Market History, Brands Histories and Marketing Literature Triangular 
Reliability 
The market triangular history, brands triangular histories and marketing literature 
triangular reliability were measured differently from Ten Have (2007). Ten Have 
compared her first-person insights on element level. This study concluded that this 
measurement is difficult in a third-person study. It is recommended to follow-up students 
within the Theme to measure the market History, brands histories and marketing 
literature triangular reliability in several ways. Some hypotheses should be formulated 
hypotheses before the branding constellations and should be tested blind (without 
knowing the triangular findings) by the facilitators, while other hypotheses should be 
deducted from the branding constellations and tested afterwards. Regarding the brands 
histories reliability, follow-up students should study the Internet on negative brand 
historical occurrences as these seem generally to be left out from the company literature.  
 
7.2 Validity and Reliability of the Study 
The findings of this research could be explained by other factors or were they influenced 
by limitations of the research? The main purpose of this section is to verify which factors 
explain the differences. This is done by verifying the research and outcomes to internal 
and external validity and internal and external reliability. Subsection 7.2.1 covers internal 
validity, whereas subsection 7.2.2 describes external validity. In subsection 7.2.3 internal 
reliability is discussed and subsection 7.2.4 ends this section with external reliability. 
This section covers a personal reflection of the researcher, therefore the first person 
form is chosen in this section.  
 
7.2.1 Internal validity 
This subsection describes the internal validity of this research. Internal validity concerns 
the fit between the data and the findings (Sykes, 1991)49. The generated scores are 
based on structured formats and legends within the theme in order to preserve 
transparency and to safeguard the internal validity of the study and can be found on the 
CD-ROM.  
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Internal Validity of The Insights Test-Retest Reliability 
The insights test-retest reliability compared the insights by the two managers for the five 
sources (interviews, transcriptions, meeting after workshop, workshop questionnaire and 
email questionnaire). Ten Have (2007) did not compare the insights of the 
advisor/researcher and the manager directly. She compared them overall. In this thesis 
they were compared per brand team member. As indicated in chapter two, to allow for a 
comparison the comparison of the insights had to be condensed. This was done by 
taking the insights by the leading brand team member as the norm and comparing the 
insights of the other team members with those of the leading brand team member. The 
different insights by Manager Business Development, Manager Sales New Business en 
Marketing Manager were not taken into account in the analyses. For instance Manager 
Business Development stated that: “The indirect channel creates chaos”, this difference 
with the leading brand team member was not taken into account. In addition, the insights 
mentioned during the group discussion. The criterion for selection in the comparison was 
the insights to the key brand team question: The development of the indirect channel. 
Furthermore, it must be noted that the insights on the different moments are not 
independent due to the group discussion after the branding constellation. For example 
the insights mentioned by Manager Business Development on the partner programme 
were mentioned before by the leading brand team member. The high insights test-retest 
result seems to be the consequence of the group discussion directly after both branding 
constellations. The group discussion triggers a similarity process because the brand 
team members need to have one vision on the future. To conclude, one might doubt the 
internal validity of the insights test-retest reliability maximal score of +2.0.  
 
Internal Validity of The Proceedings Test-Retest Reliability 
On the proceedings test-retest reliability, it must be noted that the Theme uses the initial 
(projection) and the final (vision) constellation. However, this is not that clear as it may 
seem. For instance, the constellations looked rather alike after some interventions of the 
facilitator of branding constellation 2, although he was not aware of the proceedings in 
constellation1. Thus, the proceedings test-retest was clearly influenced by the choices of 
the facilitators. Furthermore, it seems important that the two measurements should be 
compared separately to the findings of the other case studies as they are quite different. 
It should be noted that only the relationships of the branding option (partner programme) 
are taken into account. Partners and clients were not taken into account separately, to 
simplify the measurements however; this limits the internal validity of the findings. To 
conclude, the proceedings test-retest reliability seems to have limited internal validity.   
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Internal Validity of The Messages Test-Retest Reliability 
The messages test-retest reliability was limited to the messages of the branding 
constellation regarding the branding option, while the insights test-retest reliability also 
covered insights that were not connected to the branding option. This might clarify their 
differences on their test-retest reliability score. The messages test-retest reliability was 
measured by the dynamics of the two branding constellations regarding branding, 
partner strategy, preferred channel partners according to the partners, and preferred 
channel partners according to the customers, excluding preferences of partners for both 
brands. To conclude, the messages test-retest reliability seems to have a moderate 
internal validity.  
 
Internal Validity of The Bilateral Relationships Test-Retest Reliability  
The bilateral relationships test-retest reliability measured the relationships between the 
constellated elements in both constellations. As reported before, it is important to note 
that this measurement is no systemic measurement. In addition, some of the elements 
did not make any statements about other elements, which makes comparison more 
difficult. When elements did not make any statements on their relationships with other 
stand-ins no scores were given, which led to ‘0’-scores. As the comparison of the two 
‘0’scores included a ‘+2’-score, the relationship scores were distorted in a positive 
direction. One might also argue that ‘neutral’ elements should not have been 
constellated at all, as the neutral relationships indicate that these elements do not 
belong to the core elements of the branding system and thus should not be taken into 
account. To conclude, the bilateral relationships test-retest reliability seems to have a 
moderate internal validity.  
 
Internal Validity of The Precision Reliability 
Both branding constellations score rather positive on precision. The preconstellation 
briefing seems to have influenced the precision findings in a positive direction. 
Furthermore, the high precision might coincide with a positivist rather than the 
phenomenological approach needed for constellations as Roevens remarked in the 
participant questionnaire. Despite these limitations, the precision measurement seems to 
have a high internal validity.   
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7.2.2 External Validity 
This section describes the external validity of this research. External validity deals with 
the problem of knowing whether a study’s finding are generalized beyond the case study 
(Yin, 1994)50. Stacking comparable cases is the method within the Theme to validate 
externally. As can be read in Chapter 6, the insights test-retest reliability differs 
significantly, while the bilateral test-retest reliability and precision were in line. This 
means that the “IDS Scheer Brand” case study is expected to be moderately externally 
valid on insights test-retest reliability and fairly externally valid on bilateral test-retest 
reliability and precision.  
 
7.2.3 Internal Reliability   
Internal reliability is about whether the brander/ researcher would generate the same 
outcomes if he would do the same research again (Yin, 1994)51. A researcher bias might 
have occurred because the theme coordinator had a triple role: the facilitator of branding 
constellation 1, the person who checked the transcription of the two branding 
constellations and the reviewer of this thesis. However, in my opinion I would come to 
the same findings if I would do the measurements again without having my note 
changed.  
 
7.2.4 External Reliability 
External reliability is about whether or not other researchers would generate the same 
outcomes using the same methodology, setting and time (Yin, 1994)52. The external 
reliability was limitedly secured by the checking of one follow-up Theme student of the 
excel measurements and the thesis. The feedback of the Theme student can be found 
on the CD-ROM in the directory comments received. Next, Table 7.1 presents the final 
thesis assessment by the second reviewer, Prof. Dr. E. Peelen, as described by the 
Theme coordinator.  
 
General data: 
Examiner: Drs. W.E. Jurg 
Second Reviewer: Prof. Dr. E. Peelen 
Name student: Patrick Halters 
Student number: 836.917.614 
Thesis title: Trust is a Belief in Reliability - A Branding Constellation Reliability Case Study 
Thesis theme: Branding Constellation 
Date: 2009, February 16th   
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Judged aspects: 
 
Comments and judgment: 
 
Independence: 
sufficient 
 
The student carried out his study in a sound way and organised the branding 
constellation workshop well. However, he had difficulty in finding a fine balance between 
contributing to the theme’s jointly ‘stacking comparable cases’ and the development of a 
creative ‘leeway’ for his own initiative. He also had difficulties in understanding the 
structure of most excel sheets and working and writing consistently.  
 
 
Learning ability: 
ample sufficient 
 
The student used the feedback of the theme coordinator in a constructive way. He 
joined the theme meeting and provided feedback on three theme students. During time 
his learning ability improved significantly. 
 
Scientific importance: 
good  
 
The student clearly improved the reliability study of branding constellations within the 
branding constellation theme regarding the insights, messages, proceedings and 
bilateral relationships test-retest reliability measurements. He did not succeed in finding 
a proper way to conduct product/market history, brand history and marketing literature 
triangular reliability measurements.  
 
 
Theoretical embedding:  
sufficient 
  
The theoretical embedding is broad: from problem identification and research projects to 
multichannel marketing and branding. However, it is rather superficial and no list of do’s 
and don’ts is developed from the marketing literature regarding multichannel branding. 
In addition, chapter 1 and/or 2 fail to make clear why the reliability of branding 
constellations should be studied. Moreover, chapter 2 fails to make clear how branding 
constellations relate to the standard marketing problem identification research theory 
and techniques.  
 
 
Data design:  good 
 
The study is well-designed. The notion to compare the insights of the four brand team 
members on different branding constellations and to compare them with other insights 
worked well. However, some measurements need some improvement in their definition, 
such as what is a positive relationship? Does it mean cooperative? More attention might 
haven been paid to the interdependency of the development of the insights in time.  
 
 
Data generation:  good 
 
The transcription, description and interpretation of the branding constellations and the 
reliability excel-measurements were systematized and carried out with care. The same 
counts for the stacking to the previous students.  
 
 
Data-analysis:  ample 
sufficient 
 
The intensity and transparency of the data analysis are valued. However, it is not argued 
why means and ranges are used. In addition, non-parametrical tests could have been 
used. Furthermore, the quantitative analysis overrules the qualitative interpretation, the 
counting trap in qualitative research: quantification should only be used to direct the 
qualitative findings and not the other way around.  
  
 
Implications and 
reflection: good 
 
Many useful and sensible suggestions are done for further research on the reliability 
measurements. The practical implications are transparent and provide a clear direction 
for IDS Scheer.  
 
 
Logical coherence:  ample 
sufficient   
 
The chapters are well-linked. However, because little attention is paid in chapters 1 and 
2 to explain why it is important to study the reliability of branding constellations and the 
added value of branding constellations to other problem identification techniques, the 
core of the logical coherence frame is missing.  
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Report: ample sufficient  
 
The cover, grammar and lay-out are fine. The summary presents a good overview of the 
study. Facts and opinions are well separated. The cover picture is well-chosen. The data 
presentation is good, as well as the literature overview and references. However, the 
title does not seem to portray the core message of the thesis. Moreover, in the summary 
many concepts are introduced without definition, such as problem identification, 
Branding Constellation, Theme, branders, case, personified representation, facilitators, 
blind test subjects, triangulation, predecessors and all the specified reliability 
measurements. The quantifications of the reliability measurements can hardly be 
expected to be understood by uninvolved readers en thus might have been left out of 
the summary.  
 
 
 Presentation: ample 
sufficient 
 
The presentation on the case study was done rather well. The student had prepared 
himself well by bringing a beamer. He succeeded well in explaining the excel 
measurements directly. However, he had difficulty in motivating his methodological 
choices.  
 
 
 Overall score 
(final judgment): 7 
  
The score  is specified analytically as follows 
• ‘Good’ was valued the scientific importance, the data design, the data 
generation and the implications and reflections  
• ‘Ample sufficient’ was assigned to the learning ability, the logical coherence, 
the data analysis, the report and the presentation 
• ‘Sufficient’ was judged the independence and the theoretical embedding. 
 
 
Table 7.1 Final judgement 
 
7.3  Managerial Implications 
The branding constellations indicated that the partner programme, intended to develop 
the indirect channel, should be developed together with the partners. In addition, the 
findings allow to conclude that the brand IDS-Scheer and its sub brand ARIS should be 
positioned carefully, also in relation to each other. It seems that the IDS Scheer brand 
has to take an endorser role: more reliable and careful, but also more internally oriented. 
ARIS, on the other hand, seems to have to take up a more innovative and externally 
oriented role. It is clear that combining the direct and indirect channel would also incur 
having to manage internal and external conflicts that arise. The brand team brainstorm 
after the branding constellations indicated that IDS Scheer is focused on delivering 
licenses rather than on delivering consultancy, whilst delivering consultancy seems to be 
more appropriate when taking into account market developments. Other sources 
indicate similar implications, except for the three external expert interviews. These three 
experts argue that IDS Scheer should focus on delivering licenses and additionally offer 
supportive consultancy instead of delivering all kinds of different consultancies. Further, 
they argue that IDS Scheer should find external partners to cooperate with than trying to 
excel in everything. From interviews with some external partners it can be concluded that 
they generally are very pleased to cooperate with IDS Scheer.  
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7.4 Personal Reflections  
 
In order to obtain a better insight in the development of the branding constellation theme 
I started to read earlier work. Insights on how to measure the usefulness of the branding 
constellation evolved over the years. The first students looked into optimising the 
measurement method and gradually the methods (relevance, construct validity, reliability 
and precision) were adapted or combined. Naturally new insights and measuring tools 
are valuable to the branding constellation theme, but for me it sometimes was difficult to 
use and develop them further in my own thesis. However, their legends and templates 
were of much use to me. I gave feedback to the thesis of Ten Have (2007), Vertregt 
(2007), Claus (2008) and Meijer (2008). At the beginning, when I did not have much 
knowledge of the branding constellation theme, I gave my feedback mainly on spelling, 
grammar and lay-out facts. Giving feedback to other students increased my knowledge 
of the branding constellation theme and also provided structure and content to my own 
thesis. The stacking process was enhanced by the fact that I attended the Lipton 
branding constellations studied by Ten Have. Therefore, I recommend follow-up 
students to attend the branding constellations studied by their predecessors.   
 
The Open University estimates 600 hours for producing a final thesis. While working on 
this thesis I kept an overview of how much time I actually spent on it. My experience was 
that working on this thesis was not productive when I was only able to focus on it for 
some hours, mostly late in the evening. The last period of writing my thesis, IDS Scheer 
B.V allowed me several days off to work on my thesis, which enhanced the closure of 
thereof. Table 7.1 shows the planned versus the actual time spent on the various 
aspects of writing this thesis.  
 
Task Planned hours Actual hours 
Preparation, make research plan 10 20 
Literature study 80 100 
Preparing branding constellation 20 10 
Prepare e-mail questionnaire 15 - 
Analysis of answers to questionnaire 25 5 
Organisation branding constellation(s) 10 15 
Analysis of video footage (including transcription) 80 40 
Writing thesis 130 150 
Feedback to fellow students 30 30 
Writing and completing thesis 150 180 
Finalisation research (review feedback, layout, presentation) 50 70 
Total 600 620 
  Table 7.2 Planned versus actual time spent 
 
 
 
 
 
 
 
 
 
 
65 
Participating in the Branding Constellation Theme has been a very inspiring experience 
for several reasons. Firstly, it was the first qualitative case study I conducted. During this 
case study I feel that I was very focused on the IDS Scheer organization and their 
opportunities. Later I increasingly focused on the technique branding constellation and 
the methodology which unfortunately lead to less contact with IDS Scheer.  Secondly, it 
was my first experience with branding constellations. During my first branding 
constellations I had more questions than I could come up with answers. Being involved 
in more branding constellations, my increasing comprehension of the topic allowed me 
to oversee all dimensions to the research. During one instance I conducted a workshop 
on branding constellation on a personal project. During one workshop I conducted a 
workshop for introducing Intway World Corporation in the Netherlands. Intway is a multi 
level company which has several tools for internet and trading shares on several stock 
exchanges. From origin it is a Russian company. It works like a pyramid. I wanted to 
examine whether the “Russian pyramid’ notion would make it difficult to sell in the 
Netherlands. From the branding constellation I concluded that it was not the pyramid 
which might trouble the bad introduction, but rather the complexity and the various 
products that Intway offered. Thirdly, I gained insights in the IDS Scheer organization as 
well, which enhanced my understanding of the role and position of the consultancy 
department in which I work. As consultant for Governance Risk and Compliance (GRC) I 
increasingly feel the necessity to cooperate with partners, in order to develop business. 
The market’s perception is that IDS Scheer still is a software supplier and not a 
consultancy company. Also the market is rather unfamiliar with the products that IDS 
Scheer is able to deliver on the GRC solution.  
 
Recent developments indicate that the sales opportunity is now also considered to be an 
opportunity for the organization as a whole. Of course, the implications of these kind of 
channel opportunities are far beyond sales. The latest developments on multi channel 
opportunity for IDS Scheer can be found on the CD-ROM in the directory background 
information.  
 
Cooperation with Wim Jurg and other students was very valuable during the time of my 
research. All individual students have their own opinion and follow their own way, but 
they do this in a common framework focused to improve the findings. I learned that 
writing a thesis is different from practical writings in the sense that there is much more 
focus on consistency: using exactly the same name when the same is meant and exactly 
the same form when the same is done. To conclude, I felt part of a team of students who 
try to shed some light on the reliability of branding constellations and feel that I have 
succeeded in taking the Theme one step further on the road to more knowledge about 
the reliability of branding constellations.  
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